New YorK—The National Asso- 
ciation of Radio Station Represen- 
tatives.last week reported that 23 
TV stations have “refused Ameri- 
can Broadcasting Co.’s offer of a 
two-year non-cancelable contract 
for the ‘Beulah Show’ [Procter & 
Gamble] in return for a three- 
year freeze on current rates for 
time.” 

These were said to be major 
market outlets. 

The association is asking its 
members to advise stations to turn 
down offers from Dancer-Fitzger- 
ald-Sample for local placement of 
the show on a spot basis. The TV 
version of “Beulah” will start in 
) September. Stations declining to 
) accept the rate freeze proposition 
(two-year guarantee, with op- 
tion for a third along the lines of 
General Mills’ “Lone Ranger”) for 
'a network feature are now being 
offered the program on a _ spot 
basis, which means more money 
for the station, the association said. 


a “On a spot basis, the stations ac- 
icepting ‘Beulah’ would net from 
two to three times as much income 

as they would receive from the 


P&G, Chesterfield and Chevrolet 
Offers Spurned by Many Stations 


network, Furthermore, the station 
representatives might be tempted 
to approve the deal on a spot basis 
because of the commission in- 
volved. But NARSR members are 
refusing to be tempted and so are 
the stations,” the association as- 
serted. 

Meanwhile, Dancer-Fitzgerald- 
Sample has approximately 24 sta- 
tions lined up to carry the situation 
comedy “as offered.” If one sta- 
tion in a city turns the show down 
in a multi-station market, it is 
then offered to another as a part 
of the network lineup. 

The agency is understood to be 
annoyed at the representatives’ 
report that the show, which it con- 
siders strictly a network matter, 
is being made available on a spot 
basis. 

The 24 stations accepting the 
show on P&G’s terms include, of 
course, ABC’s five owned-and-op- 
erated outlets. American, feeling 
it worth while from the long range 
point of view, set a precedent for 
the rate freeze in TV when it 
accepted the “Lone Ranger” with 
that specification last fall. 


(Continued on Page 4) 


New YorK—Howard W. Newton 
loves the advertising agency busi- 
ness so much that he got out of it 
last week. 

He will work full time at what 
for the past ten 
years has been 
a hobby—placing 
creative people 
and executive 
personnel in a- 
gencies. Although 
for many years 
he has been a 
high-price copy 
man, he feels he 
can do a more 
important crea- 
tive job in his 
mew work. 
Newton admits frankly that his 
€w occupation will very likely 
bring less than the paychecks he 
has been accustomed to. But, he 
adds, “this is a very rewarding sort 
of thing aside from any money I 
ight get out of it. I have always 
Rot a bang out of seeing the right 
people wind up at the right places 
m getting even more fun out of 
t now.” Last week Newton re- 
pigned after two years as vice- 
president and copy chief at Dan- 
er-Fitzgerald-Sample. During his 
ast six months there he divided 
is time between the agency and 
1s own employment office. 


Howard Newton 


In the ten years or more before 
hat, while in similar posts at 
uch agencies as J. M. Mathes Inc. 
nd Donahue & Coe, he placed 
Cores of people in agency jobs— 
ithout compensation (to Newton, 
at is). Now 46, Newton became 


D-F-S Loses V. P. Howard Newton | 
fo His Hobby of Jobbing Ad Jobs 


an agency man on leaving Har- 
vard at 21, when he joined the old 
George L. Dyer Co. After a quar- 
ter-century in the business, he still 
feels romantic about it. 

“The agency business has been 
very good to me, and I still love 
it,’ he commented. “I don’t feel 
that I am dropping advertising; 
nor am I a refugee from pressure. 
Rather, I consider what I am now 
doing as very important to adver- 
tising. What I want to do is to 
bring my agency experience into 
the field of placement.” 


s Devoting himself mainly to the 
creative and executive sides, he 
will place such people as copy- 
writers, art directors, account ex- 
(Continued on Page 8) 


Small Business 


due for some help. See 
‘In Washington’, Page 
40. Other features: 


Advertising in the Test Stage 
Advertising Market Place 
Along the Media Path 
Business Paper Linage 


Coming Conventi 30 
Creative Man’s Corner 62 
Department Store Sales ...............cccccsseee 18 
Editorials 12 
Employe Communications ..................:00 10 
Eye & Ear Dept. 60 
Getting Personal 14 
Information for Advertisers ..................+ 46 


Obituaries 
Photographic Review 
Rough Proofs 
Salesense in Advertising 
Voice of the Advertiser 
What They‘re Saying 


Vewtiio, W's America’s leverite lee Croom 


OPENER—This color page in The Satur- 
day Evening Post and Life opens a new 
magazine campaign by National Dairy 
Products Corp. for Sealtest ice cream. 
N. W. Ayer & Son handles Sealtest ad- 
vertising. (Story on Page 45.) 


Ad Courses Getting 
to Be Postgraduate 
Work: Giellerup 


New YorK—More and more for- 
mal education is becoming the rule 
for advertising people. 

That opinion was expressed here 
last week by Sydney H. Giellerup, 
Marschalk & Pratt partner and 
chairman of the committee on ex- 
aminations for the American As- 
sociation of Advertising Agencies. 
He spoke on the future of adver- 
tising education at the golden ju- 
bilee advertising convention of the 
School of Commerce, New York 
University. 

He predicted that students will 
spend six to eight years in col- 
lege, and that “advertising courses 
will be concentrated in postgradu- 
ate schools with a general four- 
year college course required of 
all advertising students.” 


m There are more applicants than 
(Continued on Page 65) 
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Biow, Schenley Split? 


5-Hour-a-Week 
Food Chain TV 
Show Planned 


PHILADELPHIA—A network tele- 
vision program to be co-sponsored 
by food chains in 10 cities and 
their sources of supply, and to be 
run an hour each afternoon five 
days a week, is in the planning 
stage here by Philip Klein Adver- 
tising Agency. 

Nine chains in nine cities have 
tentatively agreed to co-sponsor 
the show, which will originate in 
New York, and a 10th is in the 


‘ talking stage. To climax arrange- 


ments, all the chain stores and rep- 
resentatives of 80 manufacturers 
have been invited to attend a three- 
day meeting at the Gotham Hotel 
in New York on May 24, 25 and 26. 
At this time, Herbert Ringold, 
president of the Klein agency, will 
present the format of the show. 
The network has not yet been 
chosen, nor has talent been signed 
as yet. 


a Cost for participants will be 
$1,200 per spot each day or $120 
for each city. Cities to be included, 
if arrangements are concluded, will 
be Cincinnati, St. Louis, Philadel- 
phia, New York, Boston, Washing- 
ton, Pittsburgh, Detroit, Chicago 
and Milwaukee. 

This show is being patterned 
after the drug chains’ “Cavalcade 
of Stars” and “Cavalcade of 
Bands,” but it will not be a va- 
riety or dramatic show. 


Last Minute News Flashes 


Lewyt, Health-Mor Tell Views on Patent Case 


Cuicaco—Lewyt Corp., New York, said last week that a U. S. cir- 
cuit court decision in Chicago, in which Lewyt was held to infringe on 
vacuum cleaner patents of Health-Mor Inc., relates only to a dis- 
continued model and will be appealed to the Supreme Court. In Chi- 
cago, F. C. Callahan, president of Health-Mor, which has sold its 
Filter Queen vacuums house-to-house ever since the lower-price 


Lewyts hit the market, told AA 


his company will again sell via 


dealers in some markets if the circuit court ruling is upheld. 


2 Whitehall Agencies and Products May Shift 


New YorK—Whitehall Pharmacal Co. reportedly will realign two of 


its agencies, with product switches, 


in the near future. No new agency 


appointments are involved. Spokesmen for the company were re- 
luctant to name the product or agencies until a later date. 


Roy Jacobs Joins ‘Newsweek’ Chicago Staff 

New YorK—Roy M. Jacobs has joined the Chicago advertising sales 
staff of Newsweek. He was formerly national advertising manager 
of the San Antonio Light and before that promotion manager of the 


Detroit Free Press. 


(Additional News Flashes on Page 69) 


Among the Stories in This Issue: 


Fleur Cowles Tells About Flair’s Growing Pains; 
Will Continue to Experiment ........ Page 2 
Videodex Tells How NBC’s “Saturday Night Re- 
wue’’ is Doing with Listeners ... Pages 14, 69 
Liquid Petroleum Gas Due for Big Promo- 
tion Page 28 
Pretty Gals in Ads Don’t Sell Men, Says Psy- 
chologist Page 42 
Philadelphia Inquirer Puts New, Faster Multi- 
color Roto System Into Operation .. Page 62 


Supreme Court Ruling on Real Estate Com- 
missions Might Sometime Affect Advertis- 
ing Agencies Page 66 


Sears the Biggest Newspaper Advertiser: 1949 
Bill was $25,238,000 ............ Page 66 
Nielsen-Ratings, Hooperatings, Pulse Ratings on 
GO GH TU ccescccvcvecsesecs Page 67 


Many Advertisers Test New Products, New Pro- 
motion Ideas Page 68 
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FC&B Gets Roma Wine; 
Schenley Executives Mum 
as to Other Biow Accounts 


New YorK—Advertising circles 
were saying last week that Biow 
Co. would withdraw from the 
Schenley Distributors account, but 
neither the company nor the ag- 
ency would confirm the story. 

The switch of C. V. A. Corp.’s 
Roma wines from Biow to Foote, 
Cone & Belding, San Francisco, 
lent credence to the report, but 
Schenley stuck grimly to “no state- 
ment,” and Milton Biow said his 
agency was “definitely not” with- 
drawing from the account. 

The rumored change would af- 
fect Schenley Reserve, Sir John 
Schenley, Schenley gin and Old 
Schenley. While other agencies 
made overtures to the account, it 
still seemed fairly likely that the 
business might stay within the 
Schenley family of 12 agencies. 

Biow has been a Schenley agency 
for seven years, and Schenley Re- 
serve carried the biggest budget 
of any Schenley brand. 


s In fact, Biow had only recently 
been picked to handle the reintro- 
duction of Old Schenley, an 8- 
year-old bond, which was sche- 
duled for an advertising splurge in 
magazines, newspapers and outdoor 
starting next month. The brand, 
priced at $7.11 a fifth, would be 
the first 8-year-old whisky on the 
market since pre-Volstead days. 
Old Schenley in prewar days was 
a 6-year-old bond, and was yanked 
from the market in 1942. 

Biow also handles Sir John 


(Continued on Page 69) 


Artist Embarrasses 
Lambert: Socialite 


Claims Damages 


New YorK—An artist who al- 
legedly copied a_ society girl’s 
photograph, and sold it as an ori- 
ginal painting, has placed Lambert 
& Feasley in a very embarrassing 
situation. 

The illustration in question was 
used in full-page Listerine anti- 
septic advertisements in several 
magazines before it was pulled. 

No formal suit had been insti- 
gated against the agency at press 
time, but Sol A. Rosenblatt has 
been retained by the girl in ques- 
tion—her name has not been made 
public—to handle her damage 
complaints against the agency. 

Both Lambert & Feasley and 
the plaintiff’s counsel seem hope- 
ful of an out-of-court settlement. 

Inside agency sources say this 
is what happened: William Luber- 
off, an artist, sold them what was 
purportedly an “original painting,” 
which, of course, would require no 
model clearances. However, when 
the advertisement appeared, the 
“society girl” recognized herself 
as she appeared in a picture in 
Vogue some years ago. 
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WaASsHINGTON—Shopping newspa- 
pers have entered the debate on 
postal rate legislation. Tomorrow 
(May 16), Herbert G. Pillen, presi- 
dent of Controlled Circulation 
Newspapers of America Inc., is 
scheduled to appear before the 
Senate post office committee to 
plead his organization’s case. 

He will ask for an amendment 
to include such newspapers under 
second-class privileges. In his 
statement, already released, Mr. 
Pillen says that “the contents of a 
paper and not whether the reader 
has paid for it determines its 
value.” 


a He suggests that  third-class 
rates be put at 5¢ a pound with 
a minimum per-copy charge of 1¢. 
Also, to simplify post office hand- 
ling, he suggests a mailing method 
that would permit publishers to 
deliver newspapers in bundles of 
not less than 50 copies, each la- 
beled according to the distribution 
desired, without individual ad- 


Shopping Papers Join in Postal Rate Debate 


dressing for carrier copies. 

CCNA represents 151 newspa- 
pers throughout the U. S. Com- 
bined circulation is placed at 
“more than 5,000,000.” 


Artists Form Organization 


Advertising artists in Portland, 
Ore., have formed an organiza- 
tion to be known as the Portland 
Advertising Artists Guild. Its pur- 
pose is to establish better relation- 
ship between the artists and buyer, 
and to improve art work by set- 
ting up standards of practice which 
include the AAAA code accepted 
by leading advertising agencies. 
Officers are: President, Henry Lee 
Jr., West-Marquis; vice-president, 
Don McGregor, Pacific National 
Advertising Agency, and secretary- 
treasurer, Douglas Lynch. 


Parkin-Wilbur Changes Name 

Parkin-Wilbur, New York, has 
changed its name to William Wil- 
bur Advertising. William Wilbur 
has succeeded Edwin Parkin, who 
left the agency, as president and 
secretary (AA, April 24). 


Fleur Admits 


Flair’ Has Made 


Some Mistakes 


But They Have Been 
Profitable, She Tells 
Syracuse Ad Meeting 


Syracuse, N. Y.—Admitting that 
Flair has made some “mistakes” 
in its first efforts, Fleur Cowles, 
editor, said the magazine would 
continue to try new editorial ideas, 
but they “will become surer and 
more authoritative.” 

Speaking before the annual con- 
ference of the International Affili- 
ation of Sales and Advertising 
Clubs, which met here May 4-6 
(AA, May 8), Mrs. Cowles de- 
clared, “You will see unconven- 
tional devices used as the form 
which the ideas they carry dictate 


it pays to use 
both hands 


in big St. Louis 
that means 


To bat “400” in 
Big St. Louis 
. (America’s 8th largest market). 


Put percentages 

In your favor 

By using 

Substantial schedules 

In the St. Louis Star-Times. 


More than 180,000 responsive 
Star-Times reader families 


Give you the essential 
LOW COST PULLING POWER! 


-_ 


AY, 


St 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


PICKS FOR PINTS—This three-color, three- 
dimensional display is part of a heavy 
pr ti campaign, which includes 
magazine and newspaper ads, for Jas. 
Barclay & Co.'s parrot cocktail pick, which 
has been added to pint bottles of Cor- 
by’s Reserve blended whisky. Sets of 
four picks are offered by mail for 10¢ 
to cover mailing and handling. 


—and that, I admit, has not al- 
ways been the fact until now.” 

But such mistakes, she added, 
have been profitable. They were, 
she said, “experimental, and took 
courage—female courage [a ref- 
erence to her subject, the woman 
in publishing].” 


@ Flair, she said, will continue to 
be edited for class appeal with 
wide interest. “It will not be a 
limited magazine for New Yorkers 
or easterners or any clique of in- 
siders or self-conscious ‘elite,’ ” she 
declared. 

Edward J. Noble, chairman 0’ 
the board of American Broadcast- 
ing Co., told the conference that 
television will become a more and 
more expensive advertising me- 
dium, but those using it will find 
it paying off. 

“Television is a far more ex- 
pensive medium than radio,” said 
Mr. Noble, “and let no one doub’ 
one thing: It’s going to become 
more expensive. But this cost fac 
tor is proving no bar to dozens of 
far-sighted advertisers and their 
agencies, who understand already 
the enormous sales impact of tele- 
vision.” 


ws He emphasized, however, that 
sound broadcasting is “not 


through,” though TV may make a 
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“dent” in it. 

“For me to say that sound radig 
is going to continue indefinite] 
at top income levels of the past,” 
he declared, “would not be. realis- 
tic. But television is not going tow 
replace or displace radio. The full 
scope of radio has not yet been 
exploited. Television may make a 
dent in evening listening, but not} 
daytime.” : 


s For that reason, he added, ABC 
is concentrating heavily now on itg , 
daytime radio program structure,” 
“and far from considering cuts” 
in our daytime rates, we are be 
ginning to think the audience may ] 
actually exceed its previous levels, 
This would justify a rate increase 
for time periods that have been 
priced far below their true worth,” 
The $8,500,000 spent by ABC in 
building up its television facilities 
“represents the most prudent sort 
of investment,” said Mr. Noble. 
“Now our place in the industry 
(both radio and TV) is assured, 
and we have arrived at the point 
where we propose to go much 
more heavily into programming,” 


Retail Advertising Course 
to be Given at NYU in June 


The School of Retailing, New 
York University, and the National 
Dry Goods Association, New York, 
will jointly sponsor two retail ad- 
vertising workshop courses June 
12-16 to be held at the School of 
Retailing. The week long courses 
will cover retail copy and design. 

Both workshops are limited to 
25 representatives of 25 of the na- 
tion’s stores and are open to both 
member stores of NRDGA and 
other stores with copy and adver- 
tising art divisions. 


R&H Beer Pushed in New York 

Rubsam & Horrman Brewing Co., 
Staten Island, N. Y., will begin 
an advertising program for R&H 
light beer in the New York market 
area beginning this week and con- 
tinuing throughout the year. Me- 
dia plans include newspaper adver. 
tising, 24-sheet posters, painted 
bulletins, radio, television and 
window displays. Paris & Peart, 
New York, is the agency. 


Buys 2 Flight Magazines 

Western Flying, Los Angeles, has 
purchased Rocky Mountain Avia- 
tion, Denver, and In Flight Maga- 
zine, Watsonville, Cal. The two 
will be discontinued. 


* According to latest sales figures. . . 
Almost everything sells hetter in the 


Growing Greensboro Market 


perernrs ¥ lid 


*Sales Management Figures 


Greensboro — 
News and Record 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


EXCEPTION: Herkimer’s Heaters 


There’s a warmer reception 
for your product here in 
the 12-County ABC Trading 
Zone in the South’s leading 
state! Reason: 1/5 of North 
Carolina’s total sales, 1/4 of 
the manufactured goods value, 
1/8 of the agricultural income, 
1/5 of the food sales, and 
1/6 of our population —all ] 
are centered in this money- 
making major market! .. . 
The GREENSBORO NEWS 
and RECORD’S 92,000 daily 
circulation hits home to the 
tune of 69.98% of the more 
than 150,000 familes in our 
trading zone! ... Are we on 
your schedules? 
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other sale is being 


of a million young wives through the poges of Today's Woman. ee 
Asa result, Today Woman was first in linage gains among all consumer monthlies in 1949. 


cos swe ue Topays Woman 


- =~ West 40th Sweet, Now York 18, New York 
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P&G, Chesterfield and Chevrolet 
Offers Spurned by Many Stations 


(Continued from Page 1) 

Another advertiser’s proposal is 
getting a cold reception from many 
radio station operators. When Cun- 
ningham & Walsh gave stations 
in Chesterfield’s spot lineup 
a choice of a bi-weekly schedule 
or cancelation, many of them took 
the latter. These broadcasters 
complained that they would, in 
effect, be “throwing away the 
time on the off weeks.” Some rep- 
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resentatives suggested that the 
alternate week be taken over by 
Liggett & Myers for another prod- 
uct, or by a product of another 
Cunningham & Walsh client, but 
this was turned down by the agen- 
cy. 


= Station reaction to Campbell- 
Ewald’s feeler to 600 outlets con- 
cerning a three-minute program 
for Chevrolet was generally cool, 
with most broadcasters insisting 
they will have to hear the singing 
commercial before they can make 
a decision. The agency had sug- 
gested that a rate be computed by 
adding the one-minute rate to the 
five-minute rate and dividing by 
two. 

Many station representatives 
feel that such a program—if ac- 


ceptable—should cost the full five- 
minute rate. 

Chevrolet’s proposed three-min- 
ute commercial has been strongly 
opposed by Maurice B. Mitchell, 
director of Broadcast Advertising 
Bureau. 

“This is just another attempt to 
test the resistance of radio at a 
time when it is believed to be soft,” 
he said. “More and more test prods 
are being made here and there 
to see if radio will reduce rates 
provided it can be done without 
losing face.” 


NY Adclub Elects Head 

Frank M. Head, vice-president 
of United Cigar-Whelan Stores 
Corp., has been elected president 
of the Advertising’ Club of New 
York to succeed Andrew J. Haire, 
president of Haire Publications. 
New vice-presidents are George 
S. McMillan, Bristol-Myers Co., 
and Arch Crawford, president of 
the National Association of Maga- 
zine Publishers. James A. Brewer, 
Brewer-Cantelmo Co., has been 
elected treasurer. 


School Kids Find 
Video Interesting 
. - ’ - 

in Nation's Capital 

WasHINGTON—More than half the 
elementary school children in the 
District of Columbia watch TV 
“to some extent” every night in 
the week, according to a survey 
conducted by the Board of Educa- 
tion here. 

With nearly 130,000 sets oper- 
ating in the metropolitan area, the 
board survey showed that half the 
children of elementary school age 
surveyed had sets in their homes. 

Moreover, nine out of 10 child- 
ren said they can see TV some- 
where, and two out of three re- 
ported that they follow as many 
as four programs a day. 


a The study, by Carl F. Hanson, 
associate superintendent of schools, 
covering 500 representative child- 
ren, revealed that one out of 
three watches more than five pro- 


Gla 


Wh 
Uy 


iii, Te : 
ge, 


7 


®.¢ 


_ 
oe 
— 
& 
“oe 
= 
a 


The CATALOG DIRECTORY 

of products used in the fol- 

lowing types of institutions: 

e Dealers, Jobbers, Supply 
Houses 

« Hotels, Motels 

e Hospitals, Sanitariums 

« Colleges and Universities 

e Schools 

e Industrial Institutions 

. 

. 


¢ Railway Systems 

* Airlines 

¢ Asylums, Municipal and 
State Institutions 


It is quite common to find a man- 
ufacturer doing an excellent ad- 
vertising job, maintaining a top-flight 
sales organization, while at the same time 
doing a very poor catalog job. 


The catalog is not only necessary when your 
salesman is present, but is much more necessary 
when your salesman is absent. 


Cig IS VITAL 


TO YOUR BUSIN 


Why should you consider catalog advertising more impor- 


ESS 


tant than your salesmen’s calls? 


While they naturally come under the same 
general category, your advertising 
does one thing, your salesmen 


do another, and your cat- 


alog still another. 


Published by 
INSTITUTIONS MAGAZINE 
1801 S. Prairie Ave. 

Chicago 16,.Ilinois 


LOOK To Your Account Executive... 


i 


Marketing success does not depend on any one 
factor. Successful merchandising is the result of 
combining several factors and bringing them to 
top-notch efficiency almost at the same time. A 
good advertising program backed up with 

a good sales organization can not reach 

top efficiency without the right kind of 

catalog material. 


1 a i 


Your account executive will be glad to 
work with you to determine proper de- 
sign and to help you in other ways to 
get your catalog used. He will be glad, 
also, to explain the low-cost method of 
catalog distribution available through 
the Manufacturers’ Catalog Section of 
INSTITUTIONS CATALOG DIRECTORY. 
Write for media file or consult your ad- 
vertising agency. 
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1801 S. Prairie Ave., Chicago 16, Ilincis 
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3,500 NAMES—Westinghouse Electric 
Corp. crammed 3,500 stockholders’ names 
in the full-page ad above, which ran in 
newspapers in 26 cities where Westing- 
house plants are located. The company 
selected the names from a list of over 
23,000 stockholders who granted permis- 
sion for their names to be used in this 
“Who Owns Westinghouse’ ad. Ket- 
chum, Macleod & Grove Inc., Pittsburgh, 
placed this ad. 


grams during the afternoon and 
evening of a school day. 

It also shows that a fourth of the 
children stay up beyond 10 p.m. to 
view TV. 

According to the report, 60% 
of the 5 to 7-year-olds stay up be- 
yond 8 o’clock; 42% of the 10 and 
ll-year-olds stay up beyond 9 
p.m. Teachers split over the sig- 
nificance of TV: 49% said it is 
“harmful”; 44% said “no”; 7% 
had no opinion. Sixty-four per cent 
reported significant evidence of 
harmful effects, but 58% said TV 
has contributed to educational 
achievement. 


Druggist's Journal 
Claims Independents 
Slighted on Video 


Cuicaco—Certain manufactur- 
ers, through sponsored TV pro- 
grams, are discriminating against 
independent druggists, according to 
John W. Dargavel, executive sec- 
retary of the National Association 
of Retail Druggists, in an editorial 
in the current issue of the NARD 
Journal. 

“The sponsored television pro- 
grams promote particular chain 
drug stores and large mercantile 
firms in connection with adver- 
tised products,” he said. “None 
of the independent druggists is 
mentioned or pictured.” 

Although the majority of manu- 
facturers have discriminated un- 
intentionally, and have promised 
to take corrective measures, Mr. 
Dargavel added that there is a 
second group of companies “which 
has reacted to letters from me with 
either arrogant silence or ridicu- 
lous arguments in defense of the 
discrimination.” 


gs The discrimination can be cor- 
rected with little trouble, he as- 
serted. It is necessary only to 
eliminate the direction of promo- 
tion towards particular chain drug 
stores and large mercantile com- 
panies, Furthermore, commercials 
could be made general enough to 
embrace all outlets for the adver- 
tised products. 

Pointing out that it is only 
natural that independent druggists 
resent this discrimination on TV 
programs, he concluded that it 


should be obvious to the offend- © 


ing manufacturers that the good 
will they will lose greatly out- 
weighs any value derived from the 
promotional activity. 


Artists Open New Offices 


Clifford V. Johnson and Alan R. 
Mitchell, free-lancers specializing 
in typographical design, packaging, 
lettering and layout, are opening 
new offices at 176 W. Adams St., 
Chicago. 
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A formula, yes- but there’s no magic about it. 
Just UNIQUE. 


We've said it before-we say it again. 


| See eight-page color section between page 18 


and page 27 in this issue for proof of uniquity. 


x U.8S.News & Wortp Rerorr « 
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Orr Agency Named 
by National Guard 
to Replace Gardner 


WASHINGTON—National Guard’s 
advertising and public relations ac- 
count for 12 months beginning 
July 1 will go to Robert W. Orr 
& Associates, New York, the Na- 
tional Guard Bureau announced 
last week. 

The decision was made by a 
selection board of National Guard 
officers after studying the pre- 
sentations of four “finalist” agen- 
cies. 


$150. FOR 1 MINUTE 
TV FILM COMMERCIAL 


TV ADVERTISING 


FILM FOR LOW 
BUDGET ACCOUNTS 


1335 S. Wabash Ave., Chicago 5, Ill. 


Originally, about a dozen agen- 
cies indicated an interest in the 
National Guard account, current- 
ly held by Gardner Advertising 
Co., St. Louis. At a briefing session 
here last month, the agencies were 
informed that Gardner had decided 
not to continue on the account, 
which is expected to amount to 
about $300,000. 


Three Join Knox Reeves 

Norman J. Harris, formerly with 
Fred Faddell & Associates, has 
joined Knox Reeves Advertising, 
Minneapolis, in a writing and con- 
tact capacity. David B. Fullerton, 
formerly with Alfred Colle Co., 
has joined the agency’s creative 
staff in a writing and supervisory 
capacity. Tom Probst also has 
joined the creative staff. 


Reports Ads Paid Off 

The Connecticut State Develop- 
ment Commission’s advertising 
paid off last year to the tune of 
$550,900. That’s the estimated 
amount spent by out-of-state vis- 
itors on their vacations in Con- 
necticut after seeing the commis- 
sion’s ads. 


Eastman Develops 
‘Creative Art’ 
Color Process 


RocHEstTer, N. Y.—Eastman Ko- 
dak Co. has developed a new color 
photography process which the 
company claims is the first to in- 
troduce true creative art into 
photography. 

Unlike regular 


color photo- 


graphy, where an exact reproduc- | 


tion even to the extent of creating 
an illusion of a third dimension 
is obtained, this new process pro- 
duces a flat image without depth. 
The illusion of depth in a straight 
color photograph, Eastman ex- 
plains, is contributed largely by 
the brightness scale, which is elim- 
inated here. 

In most advertising illustrations, 
the feeling of “being there” that 
regular color photography creates 
is the exact reason for its use 
and success, Eastman feels. How- 
ever, these same effects have dis- 
qualified color photography as an 


art form, a situation that this new 
color technique may remedy, East- 
man says. 

Eastman believes that prints 
made in this new manner can more 
readily instill a mood in the 
viewer, instead of telling a story. 
For this reason the new process 
might interest advertisers of per- 
fumes, fashions, or other intan- 
gibles where the theme of pro- 
motion is love, romance, happi- 
ness, etc. 


Appoints Ganzenhuber V. P. 


John H. Ganzenhuber, formerly 
manager of broadcast sales of 
Western Electric Co., has been 
named vice-president in charge of 
sales and product development of 
Standard Electronics Corp., wholly 
owned subsidiary of Claude Neon 
Inc., New York. 


Westinghouse Boosts Fisher 


A. Earle Fisher has been named 
merchandise manager of the home 
radio division of Westinghouse 
Electric Corp., Sunbury, Pa. He 
was formerly southeastern district 
manager of the division. 


Another milestone for 
THE MIRROR in its first 18 
months—the Ayer Typography 


Award for Tabloids 


REPRESENTED BY O’MARA & ORMSBEE, INC. - 


Against distinguished competition throughout the United States, 


THE MIRROR received the top award for tabloids (regardless 
of circulation) at the 20th Annual Ayer Exhibition of News- 
paper Typography—a tremendous achievement for a newspaper 


not yet two years old. 


This award is a tribute to the hard-working, fast-thinking men 
and women of THE MIRROR, which has achieved a circulation 


1949) 


of over 200,000 in its first 18 months . . . which has raised its 
total advertising linage 94% (1st quarter 1950 vs. lst quarter 
. which has successfully distributed throug 


The 


Mirror Enterprises Syndicate such outstanding circulation 


builders and holders as Hopalong Cassidy and others. 


VIRGIL PINKLEY, EbiITtoR AND PUBLISHER 


Woo THE MIRROR anc you cant siaa! 


NEW YORK + CHICAGO - 


DETROIT + 


SAN FRANCISCO 


Advertising Age, May 15, 1959 


Felso Detergent 
Will Bow in June 


PHILADELPHIA—Fels & Co., maker 
of Fels Naptha soap and soap 
chips, will launch a synthetic all- 
purpose cleaner, Felso, about mid- 
June. 

Advertising copy and media will 
not be tested before the first in- 
troduction of the detergent to con- 
sumers next month in the East. 

S. E. Roberts Inc., Fels’ agency, 
plans to break an intensive news- 
paper and radio spot campaign in 


states east of the Mississippi and } 


north of the Mason-Dixon line. A 
dozen or more major markets will 


be used as focal points for the 
promotion, the number depending 
on the extent of distribution a 
month from now. 

National distribution is expected 
later (but not before fall), and na- 
tional advertising will follow. 

Decision has not yet been 
reached as to which cities and 
which newspapers and stations will 
be used in the opening promotion. 
Fels & Co. will also use various 
types of premiums and display ma- 
terial in the East. 

Felso is a white, beaded deter- 
gent with a “clean, fragrant odor.” 
It won’t cause the housewife to 
sneeze. The company says it will 
not make any sensational claims 
for the product. Felso was first 
shown to food brokers in April 
and reportedly won “enthusiastic 
reception.” 

The agency has designed a new 
red, green and white package for 
the product. Fels’ double fishtail 
trademarx will be used. 


Northern States Power 
Names Campbell-Mithun 


Northern States Power Co., Min- 
neapolis, which provides utility 
services to more than 600 com- 
munities in five midwest states, 
has named Campbell-Mithun, Min- 
neapolis, to direct its advertising 
and public relations. 

Richard D. Furber, Northern 
States Power executive, has been 
appointed director of the newly 
created department of public in- 
formation and advertising. 


Gold Seal TV Spots Planned 


Campbell-Mithun, Minneapolis, 
has signed Sarra Inc., Chicago, 
to produce one-minute and 20-sec- 
ond television commercials on film 
for Gold Seal Co., Bismarck, N. D. ] 
The telecommercials will advertise 
Glass Wax, Wood Cream, Gold Seal 
self-polishing floor wax, and 4a 
new product that will debut with 
the TV series. The series is sched- 
uled to go on TV late this month. 


Sage Forms PR Concern 


Clifford M. Sage has resigned as 
public relations director and ac-) 
count executive of Madden Asso-' 
ciates, Dallas, to establish his own 
public relations concern. The new 
company will be known as Sage 
Associates, with offices at 2022 
Ross Ave., Dallas. 


WEFM Increases Air Time 


WEFM, Chicago FM sstation 
which is owned and operated by 
Zenith Radio Corp., Chicago, 
added one half-hour to its broad 
casting schedule. It is now on th 
air daily from 9:30-12 midnight. 
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D-F-S Loses V. P. Howard Newton 
to His Hobby of Jobbing Ad Jobs 


(Continued from Page 1) 
ecutives, advertising managers and 
“advertising writers in whatever 
branch of the business they may 
fit.” 

His primary job, as he sees it, is 
to put personnel in the jobs where 
they belong. “I would not recom- 
mend anyone for a job whom I 
wouldn’t be satisfied with myself. 
I hired creative people for many 
years. If they weren’t right, I took 
the rap for it, and the same holds 
true now.” 


@ The employer also will be scru- 
tinized carefully. “Agencies,” said 
Mr. Newton, “have personalities, 
and they must be fitted to the 
prospective employe’s personality. 


been in this new business long 
enough to sound off about that. 
Ask me a year from now and I'l) 
probably pontificate like crazy.” 

Newton is the only interviewer 
in his employment office, which 
is listed in the telephone book 
merely as “Newton Howard W 
agcy 36 W. 44.” 


Getschal & Richard Named 


Jacobs & Rogovin Inc., distribu- 
tor of Capehart television and ra- 
dio receivers in the New York mar- 
ket, and co-distributor of York- 
aire room conditioners for the same 
territory, has appointed Getschal 
& Richard, New York, as its ad- 
vertising agency. Newspaper, ra- 
dio and television campaigns 
started May 14, with large-space 


NIAA Extends Deadline 

The May 15 deadline for entries 
in the 1950 industrial advertising 
competition sponsored by the Na- 
tional Industrial Advertisers As- 
sociation has been extended to May 
29, midnight. All entries should be 
shipped to the NIAA office, 1776 
Broadway, New York 19. A jumbo 
postcard is being mailed to mem- 
bers advising them of the change. 


BMB’s Demise Delayed 

Directors of the Broadcast Mea- 
surement Bureau, New York, last 
week decided to postpone the dis- 
solution of the tri-partite group 
from July 1 to Oct. 1. The delay 
will permit the BMB to continue 
servicing Study No. 2, pending the 
activation of its authorized succes- 
sor, prsenseeet Audience Measure- 
ment. 


‘This Week’ Joins BofA 

This Week Magazine, now dis- 
tributed with 27 Sunday newspa- 
pers, has joined the Bureau of 
Advertising, ANPA. Parade and 


Roper Gives Sheer 
Facts on Hosiery; 


Women Wear More 


AttantTic City, N. J—Mrs. 
America owns 4.3 pairs of stock- 
ings at one time. Eighty-five per 
cent of American women believe 
stockings are important to their 
appearance, 

These are two of the facts dis- 
covered by Elmo Roper, market 
research and public opinion ana- 
lyst, in a survey of more than 
4,000 women made for the National 
Association of Hosiery Manufac- 
turers. The report was made at 
the 13th annual Hosiery Industry 
Conference here. 

The survey disclosed that the 
major problem of the hosiery in- 
dustry is to convince women not 
to go barelegged. A campaign is 
needed to strengthen the belief 
that stockings are essential to 


ee: It works both ways.” newspaper ads celebrating “Cape-| the Metropolitan Group joined the 

vs As for the situation in agency!hart Week,” scheduled to start|}bureau several weeks ago (AA,| 800d appearance and that good ap- 
employment generally: “I haven’t| May 17. April 24). pearance for a woman is essen- 
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tial at all times. 


Only 1% of the adult womey 4 


questioned said they never wea 
stockings and about three-fourth 
of them say they are using more 
stockings now than they were tw@ 
years ago. However, two-thirds of 
all women over 14 sometimes go 
without stockings, chiefly for rea- 
sons of comfort rather than econ- 
omy. 


s The formality of the occasion, 
it appears, dictates whether or not 
they wear stockings. Very few 
women anywhere in the country 
went without stockings while 
dressed up last summer. Among 
those who did sometimes go with- 
out stockings, nearly one-third 


never use socks or anklets. The © 


latter are dominant for both boys 
and girls from 2 to 12. 

The best hosiery customers are 
young women, fairly prosperous 
and with white collar jobs. The 
white-collar girl buys more pairs 
of stockings each year, is more 
selective and buys more national 
brands. Best stocking customers 
live in big cities and in the North- 
east. 

The average use of stockings 
per year is 14.4 pairs. Generally 
women buy two pairs at a time 
and a little less than half get their 
stockings at the same place. About 
44% pay $1 to $1.49 a pair; 41% 
pay $1.50 and more. Two-thirds 
do not request a special brand, 
nor do most women specify gauge 
and denier even though they know 
the idea of sheerness they want. 

About 42% of those queried 
did not voice complaints about 
their stockings. Criticisms chiefly 
were about wearing qualities. 


Speidel, Gemex Co. 
Plan Major Campaigns 
Speidel Corp., Providence, is em- 
phasizing the “unique shock-ab- 
| sorbing action” of its watch bands 
in a pre-graduation day drive, 
Commercials built around tests 
proving Speidel’s “protection 
against wrist watch shock” are be- 
ing used on “Stop the Music” 
(ABC, radio) and the “Jack Carter 
Show” (NBC-TV). Sullivan, Stauf- 


Rib. 


ee 


A ie i wl tc 


fer, Colwell & Bayles, New York, © 


is the agency. 
A consumer campaign for Gemex 


Co.’s new Adventurer watch band © 


for men will start this fall through 
Reiss Advertising, New York. Col- 
or insertions are already being used 
in business papers. Quarter-page 
ads will appear in Esquire, Field 
& Stream, Hunting & Fishing, Out- 
door Life, Sports Afield, True and 
the New York Times Magazine. 
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THE MAGIC 


-T-C-H-I-N-G 


RUBBER 


ADVERTISING 


It is ACTION! It's DRAMATIC — 
EXCITING — It’s a RIOT! 


Nothing like it for * CONVENTIONS 
* COUNTY and STATE FAIRS * CIR- 
CULATION BOOSTERS * CO-OPER- 
ATIVE ADVERTISING, ETC., ETC. 


Let Us Send You Actual Samples of Sales- 
Tested Rubber Money used so successfully 
by .advertisers. These ‘‘Phony’’ Dollars 
help create enthusiasm and stimulate sales 
where n ed. It’s the perfect *“Howdy 
Guaranteer’’, ‘‘Memory Clincher’ and 
“Fun Provoker’’—never fails at occasions 
and celebrations. Rubber Money also of- 
fers unlimited opportunities for Dramatic, 
Attention-Compelling, dealer and direct- 
mail advertising. 

Write, phone or wire us for Rubber /F 
Money price list and samples. NO OBLI- | 
GATIO & 


4138 Sheridan Rd. Chicago 13, IL. | 


Ph. DI 8-8278 
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YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 


GONE WITH THE CRACKER BARREL 


As the tempo of America’s business and industrial progress increased, 
crude, inefficient heating methods were doomed as surely as the open 
cracker barrel in the cross-roads general store. The production of mod- 
ern heating equipment for business and industry today has become a 
major manufacturing field. 

The selling of heating equipment also has been streamlined and im- 
proved, especially in the selection of sales-producing advertising 
media. Manufacturers have found, for example, that Business Week is 
an ideal publication for selling industrial heating equipment. 

Year after year Business Week carries more heating equipment ad- 
vertising than any other general business or news magazine. The reason 
for this consistent leadership is that Business Week reaches a very high 
concentration of Management-men... executives who make or influ- 
ence important buying decisions. 


Heating Equipment Advertisers* 
in Business Week 


American Radiator & Standard 
Sanitary Corp. 

Babcock & Wilcox Co. 

Carrier Corp. 

Combustion Engineering-Superheater, Inc. 

C. A. Dunham Co. 

Grinnell Corp. 

Modine Manufacturing Co. 

Reznor Manufacturing Co. 

Surface Combustion Corp. 

Trane Co. 

Warren Webster & Co. 


*Source: Publishers’ Information Bureau Analysis 


A McGRAW-HILL PUBLICATION 
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Survey of ‘Farm 
& Ranch’ Readers 
Covers Buying Plans 


NASHVILLE, TENN.—More than 
222,000 southern rural families 
plan to buy electric washing ma- 
chines in the next 12 months; 194,- 
000 will buy electric refrigerators 
and automobiles, and 180,000 plan 
to purchase bathroom equipment, 
according to a study of Farm & 
Ranch-Southern Agriculturist sub- 
scribers. 

The figures on planned pur- 
chases are contained in a report 
of a survey of 1,390,000 families 
subscribing to the _ publication. 


Questionnaires were mailed to 
every 100th name on the subscrip- 
tion list, and 72% replied to the 
three mailings. 

The survey was conducted by 
Dr. Charles F. Sarle and other 
members of the special farm statis- 
tics division of the Bureau of Ag- 
ricultural Economics, who were 
retained to make the study in un- 
official capacities. 


ws About 81% of the subscribers’ 
homes are electrified; 57% have 
refrigeration; 93%, radio; 47%, 
running water; 33% have gas 
available; 59% have automobiles; 
27% have trucks and 23% have 
tractors. 

Of the 1,390,000 families, pro- 


CHURCH PROPERTY 
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jections of results obtained from |/ 


the sample show, 7% will buy an 
electric range in the next 12 
months; 5% an electric sewing ma- 
chine; 9% a radio; 10% will in- 
stall running water and 4% gas; 
26% will purchase linoleum; 9% 
carpets; 7% trucks and 9% plan to 
buy tractors. 

Copies of the study are avail- 
able from the Nashville, Dallas and 
New York offices of the publica- 
tion. 


Seiberling Adds Duties 

J. P. Seiberling, president of Sei- 
berling Rubber Co., Akron, has 
been elected to the combined post 
of president and chairman of the 
board. He succeeds his father, F. 
A. Seiberling, who resigned as 
chairman Feb. 1. 


Appoints Campbell-Mithun 
Griggs Cooper & Co., St. Paul, 
manufacturer of Minuet crackers 
and cookies, Home Brand fine 
foods and Sweetest Maid confec- 
tionery line, has placed its adver 
tising with Campbell-Mithun, Min- 
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Employe Communications 


How to Win Friends Among Your Workers 


By RoBert NEWCOMB and Marc SAMMONS 


Two-Way Communication 

e THE progressive management 
associations have long since learned 
that the best talks on business 
problems usually include a period 
during which the folks in the au- 
dience can get their oar in. Few 
barbituates have the potency of 
a management monolog, deliv- 
ered to an audience that has heard 
it all before and is in complete ac- 
cord in the first place. 

In employer-employe relations, 
management has its established 
procedures for listening to the 
squawks from down the line. Most 
of these have been arranged with 
the unsolicited help of the unions. 
There are, however, a good many 
perfectly valid inquiries manage- 
ment can and should answer, if 


neapolis. 


it will only set up the mechanism 


Have you a one 


The answer could be either Horse 
Sense or Horse Feathers depending 
on how you look at it. 

Fields that have not been grazed to 
the roots make the best pastures. It’s 
the same way with markets. Fresh 
growing markets provide the best 
sales potentials. That’s Horse Sense! 

If you’re concentrating all your ad- 
vertising on your side of the tracks 
because you are in the habit of using 
the magazines you read and like best 
—That’s Horse Feathers! 

How Come? 

Because the Starch Consumer 
Magazine Report says that only about 
5% of the readers of the big women’s 
service magazines or the weeklies or 
the high-brow books ever see a copy 
of TRUE CONFESSIONS. 

The reason why your family does 
not read TRUE CONFESSIONS is 
very simple and understandable. It is 
not edited for the people you know 
and hobnob around with. 


Cc 2° 
onflessions 


A Fawcett Publication + 67 West 44th St., New York 18, N. Y. 
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Psychologically—and emotionally— 
the readers of TRUE CONFESSIONS 
are across the tracks from most ad- 
vertising executives. But economically 
they are on both sides and they buy 
the same things you buy—and right 
now their spendable incomes are 
greater than ever. 

Then, too, the readers of TRUE 
CONFESSIONS are young women— 
mostly in the early years of their mar- 
ried lives. They are rearing children, 
furnishing homes, buying with open 
minds because their brand preferences 
are still in the experimental stage. 


Now honestly, where can you find 
a more fruitful market than the 
more than 1,500,000 families where 
TRUE CONFESSIONS is top reading 
matter? And, very important, too, in 
what other type of magazine can you 
reach such a desirable market at such 
low cost? 

Think it over with an open mind. 

Sell both sides of the tracks! 


track mind ? 


A Few Advertisers Reaching 
BOTH Sides of the Track 


Through TRUE CONFESSIONS 


Bristol-Myers Company 

California Packing Corp. (Del Monte) 
Camel Cigarettes 

Carnation Company 

Chesterfield Cigarettes 

Clapp's Baby Food 
Colgate-Palmolive-Peet Company 
Corn Products Refining Company 
Gerber Products Company 

The Andrew Jergens Co. 

Johnson & Johnson 

Lamont, Corliss & Company (Pond’s) 
lehn & Fink Products 

lever Brothers Company 

The Mennen Co. 

National Biscuit Company 

Procter & Gamble Company 

E. R. Squibb & Sons 

Star-Kist Tuna 

Swift Baby Meats 


for finding out what’s on the ems 
ploye’s mind. % 

The mechanism is called twos 
way communication, and it is thg 
means by which an employe c 
ask questions and get them an& 
swered. Companies use such de- 
vices as group meetings of em- 
ployes and individual conferences 
between personnel representatives 
and employes. Some companies de. 
pend upon supervisors for the 
temperature reading on the pro- 
duction line. 


ese = 


e Still another device of growing 
value is the questions-and-answefs 
column in the employe publica. 
tion. To the discussion here on 
April 10, Wilbert L. Miller, who 
edits “Contact” for the employes 
of New England Power Service, |p 
Boston, has this to add: 

“No questions-and-answers page 
can make much of a bid for suc. 
cess as a tool of two-way com- 
munication unless at the outset it 
has the obvious stamp of manage. 
ment approval. In presenting ‘Tht 
Question Page’—now a standard 
feature of our publication—As- 
sistant Vice-President John [| 
Ahern, in charge of public rela- 
tions, was selected as the right 
man in management to head up 
the page. 


the field open for questions on 
system policy and operations.” , 


e In a business as complicated sc 
and as completely regulated by}; 
government as the utility busi- 
ness, Miller points out, quite often 
the answers to some questions can- 
not be printed. “Accordingly,” he 
adds, “‘there are provisions for per- 
sonal interviews between the ques-f._: 
tioner and some qualified person 
in management to answer all que 
tions that cannot be printed. The 
success of this page has broughi§,. 
one question to the minds of man-f),, 
agement for which there is no 
satisfactory answer: ‘Why didn’, 
we do it before?’ ” tit 

A somewhat similar departmen' T 
launched several months ago im, 
“Koppers News” of Koppers Co 
Pittsburgh, has been called a “val 
uable addition” to the publicatiom, 
by 87% of employes polled, ac 
cording to Editor Frances Par 
Koppers’ management set up t 
department as a clear channel ¢ 
two-way communication, and a 


value—they provide a guide if 
the type of information employe a 
would like to have if they are ¢ 
be contented in their jobs. 


Art Directors Elect ost 
The Art Directors Club of Near; 
York has elected Harry O’Brie 
executive vice-president and am 
director of O’Brien & Dorrance, 
president for the coming year. 
O’Brien succeeds Lester Ronde 
art director of Duane Jones Co. 


Joins Frank Associates 


pointed director of fashion prom! 
tion and publicity for Frank As® f 
ciates Inc., New York, weavers le 
Frankloomed fabrics. "ai . 
wt) er 
WBBM Promotes Ralf Brent | 
Ralf Brent, sales promoti#@m 
manager of Station WBBM, ChW. § 
cago, since April 1, 1949, has befer o 
appointed sales manager of tWisio 
station, succeeding Robert Livinp., ha 
ston, now with CBS televisi@nag 
sales. 
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SCENIC—The TV pencil box recently in- 
roduced by Eberhard Faber reveals a 
uccession of Western movie scenes when 
he top is pushed up to open it. Litho- 
graphed in four colors, the “console” 
Mcarton was produced by the Lord Bal- 
timore Press. 


ilwaukee Journal’ 
Publishes New Book 
on Use of ROP Color 


MILWAUKEE—The Milwaukee 
Journal has published a new 190- 
page book, “Production of ROP 
yor in the Milwaukee Journal.” 
The volume, first comprehensive 
book on the problems and tech- 
iques of producing run-of-news- 
paper color advertisements, is 
ailored for newspapér men, ad- 
ertisers, agencies, graphic art 
suppliers and equipment manufac- 
urers who are seeking a practical 
approach to the use of newspaper 
vlor. 

Illustrations (50 of the 190 
Bpages are in full color) range from 
fashions to foods. The history of 
elor in newspapers is traced from 
experiments in the 1890s, through 
color comics, rotogravure and mag- 
‘Bazine sections to current usage. 


8 The volume contains a chapter 
Bot definitions of terms used in de- 
sribing colors and color tech- 
niques. And advertisers are given 
"Bvarious reasons for using color: 
To gain impact and product iden- 
tification; to dramatize copy appeal 
# product name; to illustrate a 
gasonal appeal; to stimulate a 
siles staff or dealer organization; 
#10 add realism and beauty or pres- 

*itge, and to give a product ap- 
petite appeal. 

The book also explains some of 
he techniques used by the Journal, 
‘iach as printing “full color” from 
“imly three plates and no black, and 
the adaptation of magazine plates 
"| %r newspaper reproduction. The 
‘Iptice is $2.50. 


McGraw-Hill Appoints 
.lbhn Cooke Secretary 


John J. Cooke, for the past four 
Jars assistant secretary and assist- 
;}i t counsel, has been elected secre- 
ajay of the McGraw-Hill Publish- 
ng Co., New York, the McGraw- 
fill Building Co. and the Mc- 
*|Graw-Hill International Corp. Be- 
fre joining the publishing com- 
wmy four years ago, he was in 
Mtivate law practice. 

Joseph A. Gerardi, formerly sec- 
/ittary-treasurer of the publishing 
,;%mpany and its subsidiaries, has 
Nsigned as secretary but remains 
§ treasurer and legal counsel of 
fr.fi2 three companies. 


13C Promotes Pacey, Donegan 


Jack Pacey, trade editor of 
Anerican Broadcasting Co., New 
rk, has been appointed assistant 
Robert Saudek, vice-president 
charge of public affairs. Arthur 
1egan, assistant publicity direc- 
of the network, will supervise 
_ de publicity in addition to his 
it er duties. 


a adman Names Shoffstall 


hi W. S. Shoffstall, formerly man- 
-emager of the industrial and housing 
mthd@livisions of Detroit Steel Products 
o., has been named general sales 


1: 
1s 


iommanager of Ludman Corp., Miami. 


KYW and WOW Will 
Air Feature Foods’ 
Merchandising Plan 


Cuicaco—Feature Foods Inc. 
has sold its audience participa- 
tion food merchandising radio 
program to stations KYW, Phila- 
delphia, and WOW, Omaha. The 
program originated on Station 
WLS here 15 years ago. 

KYW will sell sponsor parti- 


cipations at $75 each, with a mini- 
mum of two per week for 13 weeks. 
On WOW participations will be 
sold at $46.75 each on the same 
terms. Only non-competing ac- 
counts will be accepted. 

Sponsors’ products.are displayed 
and demonstrated to the studio 
audience, and the radio promotion 
is backed up with a merchandising 
program which has a staff of wo- 
men calling on important indepen- 
dent outlets in behalf of the prod- 
ucts advertised. This staff checks 


il 


distribution, shelf location, prices, 
display material, etc., and reports 
back to the individual sponsors. 


- of which will be issued May 


The forthcoming report will 
have 56 pages instead of 250, will 
be spirally bound instead of post 
bound and will contain an added 
feature which will consist of a 
tabulation of the principal inter- 
ests of men and women covered 
in the survey. 


Joins Ormsbee & Gilbert 

Howard P. Swanson, formerly of 
Ferwerda-Boone, has joined the 
art staff of Ormsbee & Gilbert, 
Milford, Conn., agency. 


Starch Magazine Report 
Printed by Letterpress 


By switching from mimeo- 
graphed offset to monotype letter- 
press printing, Daniel Starch & 
Staff has been able to effect a 
reduction of 194 pages while 
still retaining all statistical 
material hitherto published, in its 
semi-annual consolidated consum- 
er magazine report, the 40th num- 
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__ Firestone Tire and Rubber Co. 
7 won & saving tn printing costs. . . 


elie t dewrane hgh fidelity 
Concoldaled” 


ENAMEL PAPERS 


@ Naturally, Firestone’s printing requirements 
are almost as many and varied as the products 
that bear the world-famous Firestone name. But 
for important printing jobs like the colorful retail 
catalog cover, where thousands of pounds of 
uniformly fine enamel papers are required, Fire- 
stone now specifies Consolidated Enamel Papers. 

The reasons are just plain good business sense. 
Consolidated Enamels give the top quality re- 
production necessary to display Firestone prod- 
ucts at their best. Yet, thanks to Consolidated’s 
modern method of manufacture, these same 
fine enamel papers cost 15 to 25% less than 
the old style, premium-priced enamel papers 


formerly used. 


The revolutionary Consolidated process respon- 
sible for this saving is as logical as Firestone’s 
money-saving switch. Following the continuous 
production line principle, commonplace in other 
industries, it eliminates many costly multiple 
operations still required by other papermaking 
methods. The result is a paper of highest quality, 
simultaneously enameled on both sides, in a 
single high-speed operation. 

Unless you are already using Consolidated 
Enamels, the modern economy of this process 
merits top-level investigation. The complete facts 
and samples we’ll send on request may prove 
that you are paying a penalty for outmoded ideas 
about fine printing paper. ©C. W. P. & P. Co. 


cnAcolcdated ¥NAMEL PAPERS 


PRODUCTION GLOSS 


MODERN GLOSS 


FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY 


Makers of C id —d: ti 


and ind 


trial laminates ° 
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Main Offices: Wisconsin Rapids, Wisconsin 


Sales Offices: 135 So. LaSalle St., Chicago 3, Illinois 


ee ee Ae Re ee LS a ee ee ees) a “> ¥ < s ' red = 
; , 2 “ee 
7 . SF re 
r , | | | Po 
Ee ca Tale iene ahs 
ae ‘ peers Bie ie a8 ee = , ers i r ; 
aot at eee sats , t ee i ge 
ahs . 4 dere a Baa 
f = ; i: 5) i 3 seh 
Rees iiss) . | Rex ; S$ fie if 
Sy ae eee gee | wagers koe 
nated ania . = a Pencil ‘ v7 a d Me sh 
is as .. ; gaan aes By ae " 
rt i healed qa sytl a me 
me en ee: ¥ P , ce FY WAZ eras 
jaa iy ee ne \y 2 One s i sl 
Ree he Se wo Pang ' e 
ters wee ett 2 nee , ae , ol 
eae te a ‘ EY fi —— sie 
j 0 Re ee ey g y 
i ; ae ee: i 4 ¥ wo 
Sia | ee ; : 
‘ ‘ i : : a 
4 M | koe 
= M4 i} . : 
y 4 fa i 7 F a iy 
- # neat = Nae 2 : a ! | oie 
Pig ee : = ge Bs 5 ae ' bs te 
be : a . si 5 Ng oi -_-——_— SS sssssssssseesssnesnessneeses : 
—_— - aa on YJ ‘ 
ee * PAY: 
— mee, 3 2 F \ 
[ ee ee : 
z a eon 
en ee a 
Note Tithe a ee ae Lanes 
See se | ene: 
ee ae as 
ee ee oi! 
ag) 
eh oe q 7 
ee ys 
> 7 
are oa : Sk. te Ge aa ok aig Cee Me eee ae as ae RO ROE fe eet te ER ON a eM ee er ne ere eee eerste 5 : 
ne F r lia Rar ES Sanger 8 Tyne Mamret ee oa 3 Pi ot: Eg aie Ne es e ft ater ey ae én ae ens) a x Se cs =. : 
| * “Mercy ee 
ciao Set bares LPs i 
= i Sashes. = 7 aoe 
rane aren? | eg ss % f 
ie os 3 th ‘ 
ae he = ¥ a i 
Be oa na 8 Sa, ee a 
. : feat . ; oo ae a 
= 4 oe ital a 
Sa | Way fs ye < 
re ee GA CE a * eis 
Race te | yy se 
dials ei = 2 , ee 
. a ’ ey ta = 
ss i % a % iP : 
+ — oa a. 
. : Np Ain &% t 
$ . / . 4a. \ cy 4A? . >. 
Ay ee > pe ; ys , re 
Cae ea oy ; = os Nae f 4A ‘ of 3 ¢ b, . ‘ aa 
aot A ee se . ‘ t oy aa A ‘% rf ; ee 
oc, aid yk sy Aen oe eee Pit a Ratt) ° a " x Re * 2 , . 1 i eee 
ae eee gets teges — . “ . a . : * . io ES * 7 
seit Nee oe Pe, ae ae eee a “4 . " } s a 7% : — ‘ * . wf Pa. 
iy LYS Sb . eee: P » i : ae Me ‘ , sn 
: ge ose Pte . pe" i a hk: rol ie j\-" oS Ey. set 
a eae , a Rae ‘ J om ee ‘ pW ait eo J es es 
1) 4 ae eee ro . : mags : Mirah Ree ae $4 : ii 
mS ee Se iil ss ; , 7 -_ ae ae ix a 4 met 
x? ay ice bs. ? : 7. pe hae aoe 2% ~ i | 7 = oy 
et wa <— ra 3 = ‘ ‘ cs wat oe a_i . i 
ar ve at sii ee a « ‘ se anal i ada | B 7 or Yr site 
cect : er a oe ’ : ° - ng “ a. f3 _— a 
Kare a i “eae eee » P J m my gt - z 7 
: gare. i ee 2 : is ie . : > ag 
i et rn Sans hand i ? bee 2 fe Sere ie ‘ 
= (estes + age le A hl ee F : ~~ war 5 " " i = s 
hag ee ee +s weg ma, «| er ea bleed 4 — ° 7 
~ AMS er, i aie eg fs Pegi he fhe ee — 7 
eagle : ¥ ae (a eA oo el F: # ~~ 0 Peak ga ae Jee 
ae. at - » i Cea a ae = pee 3 Ree F ] 7a ae , 
is ary Bay Been 14%, aig a _aedee SS : "te. pe i ee s i Tone ved Se eet “ 
‘* Se Spot « SALT een 1a eine a Be: t eee Barat: i is TaN ee ose. ae 
at ie Doon ofa he re ee , 3 mer. j i ec Sear mi ik 
eh. 7 alii peeve ih ae coe — . Rat ; '? RT Bac rite Pees oe 
ooh ian, Sia iy) - ‘ ae ‘ 0 eS epee ar 
ee ee Seale ee ae ; aes) ey Ree oe Pilea mes ie 
fo ara 2% SP floss 2a: ie os 4 wd ae 2 or er mae 
oe ae Dudiee clio oi os - Boy ore Y, ” ss ie rae EME te Aig eet al 
Meo ee se he y Opera? : *, a erat. DF ete 2 ieee 
a aS a Pr ae es ‘ aha €@° " — os aw ; (ara 
= sain ei “ se ae J pm! a, gle Rae ON er eae ‘ og BEI Sm ee ed ee 5 ee oe ante 2 
7 ie. ; te eae hse . pier Gl, Sal Ale ia Sala Ni? eee adil eee pert he te ene as 
ey et aS ah ae oe F F Giada Mesa ee eo oS Se ge: Reig lala, Ee ue ak Bee. nl wait 
= Erect mite tee a sibs, 3 ip ae — Bree: te id Cerca se | penieey nA Sines Petr armrest JP ee 
Miva Fee eos ae - 2 te ee oe i * ie : “gist mo eis eure ty ern! ie ied ea Par 
tiga eites me sn ee ; ¢ ga Aen ig ah NY [SE : ee ph eee thy ae 
ae cae fe i ‘ ae Si See -s ’ oe ' egg 3 al Ate See Se mess ee | re 
= Nes Pe) a & Sty rm 2a ; Soler, = 4 Age es, Se iad Ue awe ty 
Ae 1 sue age cae ie. P : a. Beer Ct «4 - : a % ; ee: ih gla tia sec pa Pian 
oh les cas Laon ee anemia _ : : Bi, Ks Testy fe) a q ped ig 5 g ella ae Sais, eee Je ioe oe oe eae (* fe ee 
Sree, at ea ae ee sage att ae : we Poeoene Se oe : a ess ores me aaa ele ae 
Sep te oe Te tee ce —— eo ay ee a ace, fonhe re Re | Sie oi 
MES ek 9 es oe aarti inest : , le i 4 : Be a ere Lay gin iiane ot ae Seb Rese k ~ hie 
Bs. — ee A ae ea a 
Pep 2 ; : eat Renters I aS hee ig. Jz. ———— Aceon pa axa a 1 bi: ee 
o>) ON es — PS) emia - 2. ae eae By Ry rte = fees ae eae PES FE, Sele AER oe aie pea. acti a 
Sa eet - Speen moet | a Rene eee 2 Ca ey eee Se Rete 
eae nee es ee VAR Oe marr hos, 5 pale RI oe pee! 
ae ieee ai : tan Sot Weesilanie a | 4 Getelin- ould pad ea eae! << | ee ern ain gts hae 
Le oS en . ‘ re Re or i is ors tap Reg e : ek a te bn nee se era 
4) JR . : gis eee ‘pe PCR eas ll tenure See / Pies aan a ; ' : See ay ; 
f° at, 2 ee ef a - . Bh = ee are eke ae tee. % . = . 
Sb cake ; ie is De ee, Aa aa wie nmeigeanl ae 2): . 
Gee a tst: \ 2 eee” a, ee sulle Pach cate 
Ne REA ager . na q . tri eats ee ere oe ius A ee oi é es Sy a < if 
ey a a —. ani ie oh rae: Pe. : : ae ee “J 
iso Se worn aia noe es ce eer 
, te ae —_ sat 4a gir eed Ee Ee ORE, CE 
at : o Sats eee 
ie ze . f . 2 - amr. - 
a | i , * 
‘ 4 * . a S + 
pis: , * 
i \ * Fy ln # 
i ae 3 ss 
rar , Ee % Ag 
. ii de i a i ae hig 
ee alba ue ce 7 js erie Fe as 
ice RM ; o ‘ ae es 
it “oie , 
i ee ae Pisa & : 
ae ee a 
ary . seg 
een eee ae 
SS Faas ay 
a Od ic ee: 
en oh tera et, 
Sie ae ee ni 
i SS eae Rest 
Pers sk ae 
ie Sa fees in 
age bs plan om 
seta ae <— 
we gat eas 
reheat Si 
fey Te cies ey 
Rae ae 
es Aine AG ee eee {gene 
pes fatal Sype 
Mee meenee e - acy 
Wes ae : mee 
ior). A \ 
ee a ‘ ps 
PgR ae 
its 
‘ _ ~ 
. ba Fags 
Pa Trey ee a 
eae eka,’ ee = i a 
Sa ee Seas es 
is he SEE ‘ 
es NS - 
eee mar 
sl i oa. 
Sgt Ace ‘ Bae 
ae " 
aoe oe a 
er aes cue 
ae ae 
0 i en Ae ae 
eine es ; fae 
sae fees 
= ae 
Bee 
hy deh x 
Mae peas Die a 
: : ue = BP 
hay Bicete viet , 
ie =" s 
fee ; a 
a 
2. ae 
ot a i es 
re ee Baie 
PP ae J 
: Dom Dg et 
ee rT eg eas 
(ge — . a 
ar eee A ; ‘ ' . : Dee ee F oo Bs 
es | a Sen ie A le ae he | ae ~ ae ie sic Seer vss ae . (ie. a re lila ei eae a ai i - Sa eer ame Cnr. egos Tee ae Pre Oe hg ys WN te ee Re ee aa a + oe ae 
A cdi 3 Ft ie Ne iS at oo oi a a a Sahar a ca ie a a a nh II Soha tia ne ie Si ea ai oe Re anemia cei! eu ANC Wd at nde taka air yo ee ie amines “rier tin tree git. iy cgi ar Me ee reece Gs Bee Se en) 


ee, Te RED 


Ame Og i -” 


ae ae. 


12 


Advertising A 
THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago I! 
(DE 7-1336), 11 E. 47th St., New York 17 (MU 8-0073), National Press Bidg., Washington 
4, D. C. (Re 7659). European Headquarters, 1473 High Rd., Whetstone, London N. 20 
(Hillside 1137). G. D. CRAIN JR., president and publisher. S. R. BERNSTEIN, O. L. 
BRUNS, vice-presidents. C. B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, National 
Association of Magazine Publishers, Advertising Federation of America. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
New York: O. O. Black, Halsey Darrow, 
James C. Greenwood, John P. Candia, 
Harry J. Hoole, William R. Kelly. 
Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, E. S. Mans- 
field, Arthur E. Mertz. 

Los Angeles (14): Simpson-Reilly Ltd., 
1709 W. Eighth St., Walter S. Reilly, 
Pacific Coast Manager. 

San Francisco (3): Simpson-Reilly Ltd., 
703 Market St., Wm. Blair Smith, Mgr. 
London: F. A. Marteau, 1473 High Rd., 
Whetstone, London N. 20. 


EDITORIAL 
Editor, S$. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Robert Murray Jr. 
Washington Editor, Stanley E. Cohen 
Associates: New York: Maurine Brooks 
Christopher, Ernest C. Gehle, Charles 
Downes, Samuel Rovner. Chicago: Mur- 
ray E. Crain, Emily C. Hall, Jeanne 
Scharnberg, Bruce M. Bradway, Jarlath 
J. Graham 


European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


15 cents a copy, $3 a year in the United States, Canada and Pan 
America. Foreign postage extra. Frank W. Miles, circulation director. 


—Modern Millwheel, General Mills 
“It’s a new kind of breakfast food—they shoot it from guns themselves.” 


Let's Destroy the Percentage Phobia 


At the recent “advertising week” ceremonies in Syracuse, Dean 
G. Rowland Collins of the School of Business, New York University, 
inveighed against what he called “the percentage phobia” of top busi- 
ness management with regard to advertising and promotion. 

“It is quite apparent,” he said, “that during the past year adver- 
tising expenditures have been curtailed by many companies in a 
direct relationship to declining sales volumes. 

“Clearly, if we want to work in the direction of instability, no 
better way exists than by concurrently pumping up and concurrently 
puncturing the advertising budget, as sales volumes zoom up or as 
they take a nosedive.” ; 

Dean Collins has chosen a happy phrase. “Percentage phobia” ex- 
presses with clarity the over-emphasis on percentage of advertising 
to sales which is frequently manifested not only in top management 
circles among advertisers, but among advertising practitioners and 
media men as well. ; 

As a sort of general run-of-the-mill guide, percentage figures of 
this type, for various kinds of businesses, have their usefulness, and 
incidentally, it is about time that someone developed a good, up-to- 
date set of such figures. 

But these percentages ought always to be presented as a guide, 
and not by any means as the answer. The best way to set a promo- 
tional budget, as we have said innumerable times, is not to pick some 
arbitrary percentage of either past or anti¢ipated sales, but to de- 
termine a clear-cut objective, and then set up a budget large enough 
to have some chance of accomplishing that objective. 

In recent months, we have expressed our lack of concern over 
whether the total amount spent for advertising continues to be as 
large a percentage of the U. S. national income as it was in the past, 
and a good deal of controversy has developed over this viewpoint. 

Our unconcern over this advertising-income ratio is primarily 
due to: (1) We are not at all sure that the statistics which are 
quoted so glibly are statistically accurate; and (2) the over-all figure 
of the ratio between advertising expenditure and national income 
is meaningless to an individual company, since its line of business and 
its method of operation are far more important considerations than 
any general, over-all relationship to the entire U. S. economy. : 

But this does not mean that we do not believe that expenditures for 
advertising and promotion should be increased. On the contrary, it 
is our belief that the characteristics of the economy will ultimately 
force promotional expenditures to higher levels than heretofore. 

The point is that any “percentage phobia” attempts to substitute 
some arbitrary standard for sound thinking and planning, whereas 
determining promotional budgets on the basis of considered objec- 
tives automatically means that some thinking and some planning have 
been done. 


The Cost of Show Talent 


We were delighted to get the letter from Hugh Davis of Foote, 
Cone & Belding which was published in last week’s issue of ADVER- 
TISING AGE. In it Mr. Davis answers the criticisms which had de- 
veloped over the allegedly exorbitant fee which had been paid to 
Bob Hope for his initial appearance before a television camera. 

We think it is a good thing for the business that Mr. Davis was 
concerned over this criticism, and went to the length of explaining 
his and his client’s position publicly. 

Another race for talent is certainly in the making, and every one 
in advertising hopes it will never take on the ridiculous characteristics 
which have too often appeared in radio. A little restraint on the part 
of advertisers—and agencies and talent—will help all along the line. 


What They're Saying 


British Business Man 
Finds a Paradox in U. S. 

Once a British business man has 
discovered that the American mar- 
ket is not bounded by Wall Street, 
Madison Avenue and the Cunard 
Pier, a wide and glittering pros- 
pect opens before him. He discov- 
ers a continent, a vast and afflu- 
ent people, a network of rich mar- 
kets—and a paradox. 

From the vantage-point of an 
international advertising man, the 
paradox of the American market is 
that its wealth is spent in ways 
which are wholly out of harmony 
with ‘the traditions and assump- 
tions of the Old World. 

Because everyone in America 
has money and spends it freely 
on the good things of life—because 
there are just as many television 
antennae sprouting on the roofs 
of modest cottages as on sparkling 
new mansions—one can hardly 
blame the latter-day British ex- 
plorer for supposing that America 
is a single big bundle of eager- 
ness to buy luxury goods. 

Outside any large factory are 
parked thousands of shining auto- 
mobiles, the possessions of un- 
skilled workers as well as their 
foremen and bosses. Yet it would 
be sobering for our explorer to 
learn that more than one-third of 
all motor cars are owned by fam- 
ily units whose liquid assets are 
less than $200. 

Outside many a two-room shack 
in the Great Smoky Mountains, 
on a porch protected only by tar- 
paper and beaverboard, stands a 
glowing white-porcelain electric 
refrigerator such as has not yet 
been installed in the _ pantries 
of many of England’s stateliest 
homes. Here is a purchasing power 
applied according to a standard 
of values which sometimes seems 
to put first things last. The Amer- 
ican public can buy what it 
wants—but what it wants is often 
a shocking surprise. 

Yes, what Americans want is 
often a surprise, although less as- 
tonishing to the thorough reader 
of American advertising. For what 
they want is, by and large, what 
is advertised. The fact that auto- 
mobiles, refrigerators, and radios 
are among the most strenuously 
advertised products in America 
is but a confirmation of this asser- 
tion. 


Surely one of the most important 
discoveries made by the British 
seeker after dollars is the well- 
nigh mesmerizing power of adver- 
tising. The American version of 
the old adage, “Seeing is believ- 
ing,” can be revised to read: “See- 
ing it advertised is believing you 
want it.” 


—Walter S. Maas, chairman, Dorland 
Inc., on “A Preface to Advertising in 
the Dollar Market,” in the “News 
Bulletin” of the British Common- 
wealth Chamber of Commerce in the 
U. S., March, 1950. 


Sleep, It's Wonderful 

Dr. Paul H. Fluck advises the 
following “ten commandments for 
good sleeping”: 

1. Go to bed at the same hour 
every night. 

2. Try to get at least one hour of 
sleep before midnight. 

3. Drink no more than a glass 
of milk or eat no more than a 
small bowl of cereal before re- 
tiring. 

4. Never eat or drink ice cold 
foods before retiring. Ice cream is 
the worst kind of midnight snack. 

5. Never listen to the radio in 
bed. 

“6. Never, positively never, read 
in bed. 

7. Provide a regular schedule 
for the hobby, dog or wife or hus- 
band who interferes with your 
rest. 

8. When you go to bed, close 
your eyes and go to sleep. 

9. If that doesn’t happen, try to 
remember what position you 
awake in the next morning. Then 
take that position when you go to 
bed that night. 

10. Relax every nerve, muscle 
and thought. Patience won’t kill 
you; sleeping pills may. 

—April, 1950, issue of Today’s Health. 


Complex in Reverse 

When I joined Young & Rubi- 
cam, the president had not been 
to college, the vice-president (be- 
lieve it or not, we only had one 
then) had not been to college, 
neither had the copy chief, the 
head of the art department, the 
head of the merchandising depart- 
ment, the head of the media de- 
partment or the treasurer—in fact, 
I began to get an inferiority com- 
plex because I had gone to col- 
lege. 


—Louis N. Brockway, Young & Rubi- 
cam, to the Four A’s annual meeting. 
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Rough Proofs 


When Middleground won the 
1950 Kentucky Derby, the most 
surprised person at Churchill 
Downs was the man who called the 
race from start to finish, Clem Mc. 
Carthy. 


Economists can’t understand why 
advertisers increase their budgets 
when business is good, but reduce 
them just when they need more 
sales. 

Maybe it’s because business de- 
cisions aren’t made by economists, 


“Miller sues Blatz over bottle 
design.” 

Possibly it was the bottle and not 
the. beer that made Milwaukee 
famous. 


Note to sports promoters: Two 
TV stations carried the Chicago- 
New York double header at Wrig- 
ley Field May 7, when 40,000 peo- 
ple sat in near-freezing weather to 
see the Cubs and Giants play ball. 


Four past presidents of the Louis- 
ville Advertising Club now living 
in Baltimore have formed their 
own exclusive organization, which 
is in no sense to be regarded as a 
celebration of departure from the 
Kentucky metropolis. 


“I want to become interested in 
a growing agency that has fore- 
sight and can forget the past,” says 
a classified advertiser. 

He’s not interested in Patrick 
Henry’s lamp of experience. 


“Desire leave New York for city 
southwest, midwest, west,” adver- 
tises an apparently disillusioned 
adman. 

Probably after a year’s trying he 
couldn’t get tickets to “South Pa- 
cific.” 

* 


Though Col. Elliott Springs con- 
tinues to receive disparaging com- 
ments on his interesting cotton 
fabric ads, no one can say he 
doesn’t have a lot of fun writing 
them. 


“What kind of President would 
Eisenhower make?” asks Harper’s 
Magazine. 

The interesting thing to Republi- 
cans is that so many people would 
like to find out. 


Going back to the days of hand- 
set type and six-day weeks, New 
York’s typographical union, organ- 
ized in 1850, is sure the first 100 
years were the hardest. 


“Nobody wins a strike, Chrysler 
pointed out in full-page newspaper 
ads as its employes returned to 
work. Nobody wins a war either, 
but that doesn’t seem to help the 
prospects for peace too much. 


Puck—the Comic Weekly 
loesn’t think many people could 
identify pictures of Jim Corbett 
and other former heavyweight 
champions, but a photo of Gentle- 
man Jim would be recognized any- 
where by admirers of Errol Flynn. 
Copy Cus. 
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Che Philadelphia Mnguirer 


Exclusive Advertising Representatives: 
TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
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Phonevision in California 


Station KTTV, Los Angeles, has 
announced that when, as and if 
Phonevision is extended to Cali- 
fornia, KTTV will be the first sta- 
tion in the area to carry Phone- 
vision telecasts. According to Rob- 
ert M. Purcell, KTTV program 
director, Zenith President Eugene 
McDonald has agreed to grant 
KTTV first rights. 


Philco Appoints Two 


Philco Corp. of Canada Ltd., To- 
ronto, has appointed W. H. Jeffery 
as sales manager of all Philco 
products in Canada, and L. B. Kie- 
ly as sales promotion manager. 
Both will make their headquarters 
in Toronto. 


Videodex Reports on ‘Saturday Night Revue’ 


Cuicaco—Jay & Graham Re- 
search Inc., in its April Videodex 
ratings of TV shows (AA, May 1), 
developed interesting side informa- 
tion on NBC’s “Saturday Night 
Revue.” 

The 2%-hour show had an aver- 
age rating April 1 of 35.5 in 12 
cities, which gave it tenth place in 
national ratings for the first week 
last month. 

Videodex reports from its con- 
tinuing panel homes show varia- 
tions in ratings and holding power 
for the show city-by-city. Below 
is the list of ratings in 11 cities 
for the first quarter-hour portion 


y 


¥ The Elks market 


for INSURANCE 


Of the 928,010* Elks who read THE 

ELKS MAGAZINE, 68.9% are home owners 
..- 51.9% maintain their own businesses 

.. . 83.3% own and operate one to three 
cars. As heads of their families and property 
owners, Elks know the value of financial 
assurance against accidents and other risks. 
Their interest in such assurance is 

evidenced by the fact that 92.6% of them 
invest in life policies. If your insurance plans 
benefit men of means, by all means tell The Elks. 


*A substantial bonus over guaranteed 
850,000, on which current rates are based. 


YOU'LL SELL IT, iF YOU TELL IT IN 


MAGAZINE 


of “Saturday Night Revue”: 
March April % 


City Rating Rating Change 
Baltimore 24.0 23.9 —0.4 
Boston 34.0 32.8 —3.5 
Chicago 310 316 +19 
Cincinnati 1L7 14.5 +23.9 
Cleveland 40.0 38.8 —3.0 
Columbus 11.2 22.0 +96.4 
Dayton 10.0 9.3 —7.0 
Detroit 20.0 22.5 +12.5 
Wom, «=e EG 
Milwaukee — 5.5 — 


a Jay & Graham point out that 
the great change in Columbus was 
mostly at the expense of “Caval- 
cade of Stars”; Washington’s lower 
rating meant fewer sets in use for 
the time, since other stations main- 
tained their March audience 
strength (but “Saturday Night Re- 
vue” gained in audience in the 
second 14-hour period). 

Of those who viewed the full 
2%-hour show in March, 67% 
viewed all of it in April. Of 
those who viewed at some time in 
the last hour and a half in March, 
over 40% viewed the entire show 
in April. 

Assuming that the show costs 
sponsors $55,000 a week, Jay & 
Graham estimates that the cost 
of reaching each viewer comes to 
3.53¢ per man, 2.88¢ per woman 
(1.59¢ per adult) and 19.3¢ per 
child—for a total cost of 17.44¢ 
per viewer for all viewers. About 
1,121,900 viewers are estimated 
to have seen the show April 1. 

“Saturday Night Revue” is 
sponsored by Magnavox Corp., Ra- 
dio Corp. of America, United Fruit, 
Swift & Co., Speidel Corp. and 
Snow Crop Marketers Inc. 


Two Florida Agencies Merge 


Griffith Advertising Agency, St. 
Petersburg, Fla., and R. E. Mc- 
Carthy Advertising, Tampa, will 
merge on May 15 and will be 
known as Griffith-McCarthy Ad- 
vertising Agency. The new agen- 
cy will continue to operate its two 
present offices. T. M. Griffith, pre- 
sident of the new agency, will be 
in charge of the St. Petersburg 
office. R. E. McCarthy, executive 
vice-president, will head the Tam- 
pa office. 


Appoints Ritter Agency 


Philip Ritter Co., New York, has 
been named to handle the adver- 
tising of Atlas Screw & Specialty 
Co., New York, manufacturer of 
industrial metal fastenings, screw 
machine products and metal stamp- 
ings. Trade publications and direct 
mail will be used. 


The Most Users of Soaps 


Per Thousand Circulation 


menpapape MAGAZINE reaches more persons per reader-family than any other magazine. PARENTS’ 
MAGAZINE concentrates its entire circulation in families with children, while other magazines 


reach an average of 53% families without children.* 


What is more, U.S. Government survey shows that families with 
children spend 61% more for laundering supplies; 56% more 
for toilet soaps; 24% more for shampoos than families where | 
there are no children, But whether you sell soaps, foods, drugs, — 
apparel or home appliances, you will find more users in every 
PARENTS’ MAGAZINE home! 


*Starch Consumer Magazine Report 


SEND TODAY for copy of new U.S. Government 
survey, “Food Consumption’; by type of household. 
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Frank Zuzulo, assistant director of press at MBS, and his missus ha 
moved into a new home—Spanish-type—in North Pelham, N. Y. . 
Leigh M. Danenberg, editor and publisher of the Bridgeport Herald 
has returned to the Connecticut city following a trip to England. . . 
Also back on the job, after a holiday with his wife in Mexico, ig 
Edward G. Doody, St. Louis researcher. . . 

“I didn’t go to make a buck 
or to talk about the ECA,” 
reports Detroiter Josh Sara- 
sohn, of Simons-Michelson. “I 
went to France for fun and 
had it.” He’s just returned 
from a flying 17-day trip that 
took him to England, too, 
where he visited Canterbury, 
Stratford Upon Avon and GBS. 
Josh says he wants to do a 
piece on “The Immortal Beard” 
some time. . . 

Art Directors Ernest Allen 
and Tom Wess of Needham, 
Louis & Brorby ran into a 
weighty problem in setting the 
stage for the Chicago agency’s 
third annual arts and crafts © 
show in which employes ex- 
hibit their work. Mary Carpen- 
ter, receptionist, entered an 80- 
lb. limestone statue of a husky 
baby, promptly nicknamed Fi- 
orella, which the boys hoisted ' : 
onto a pedestal among the , ; 
other entries, mainly paintings ON LATIN CRUISE—Tod Reed, vice-presi- | 
and sketches. Mary has a de- dent of Ruthrauff & Ryan, Detroit, and” 
gree in sculpture from Rock- Mrs. Reed pause for a picture aboard | 
ford College. . . the Grace Line’s Santa Sofia for a cruise 

Eugene Waddell, New York to Venezuela and Columbia. 
advertising consultant, had a 
still life in the Audubon Artists’ 8th annual exhibition at the National | 
Academy Galleries. This is the second show in which his work has ap- — 
peared. .. Samuel Hecht, president of The Hecht Co., received a citation ~ 
for his work as treasurer of the Fireman’s Tragedy Fund in Baltimore. 
The award was presented by the Pimlico Post, VFW, which launched thee 
appeal to aid the families of four firemen killed in a fire engine crash. . 

A new director of the Dayton Better Business Bureau is J. P. Williams, | ; 
v.p. of WING, Dayton, and WIZE, Springfield, O. He also has been™ 
appointed a member of the bureau’s merchandising committee. . . 
The Memphis BBB has a new director in Leo R. Jalenak, treasurer of” 
Mills-Morris Co., — organization. He’s a former ad drool 
of the New Orleans Item. . 

The World Trade Club in Seattle has reelected Roy Carlson as presi-_ ! 
dent for 1950-51. Mr. Carlson is advertising and export manager of | 
Crescent Mfg. Co. . . And Jim Henderson, president of Henderson 
Advertising Agency, has been elected president valk the Greenville, S. C., 
Chamber of Commerce. . . ) 


AUTOGRAPH PARTY—Perry Wolff, writer-producer at WBBM, Chicago, exteguelill 
a copy of his first novel for co-worker Dorothy Miller (right). At left is his wife, 
Tuulikke, and next, bookseller Stuart Brent. 


Leo B. Pambrun, sales-service manager for the Cincinnati branch of 
Kling Studios, is boasting about the beauty of his new daughter, 
Michelle Doree. The baby’s mama, Doree, was formerly stylist at 
Whitaker Guernsey Studio, Chicago. . . It was a boy for Mr. and Mrs. 
Maurice J. Brick, and the new baby makes a total of five little Bricks. 
His father is assistant v.p. of Niagara National Bank and a director of 
Ellis Advertising Agency, Buffalo. . . 

Michael H. Wren, ad manager of the Journal-Courier, New Haven, 
Conn., is celebrating his 30th anniversary with the newspaper. . . © 
Joshua B. Powers, representative of some 150 publications throughout ~ 
the world, was designated “Man of the Year in Foreign Trade” by the 
Foreign Trade Society and Propeller Club of New York’s City College 
school of civic and business administration. He was principal speaker 
at the organizations’ semi-annual dinner, held early this month. . 

Bemis, Tenn., will celebrate its golden anniversary May 20, and at 
the same time Fred J. Young, manager of the town and of Bemis Cotton 
Mill, will celebrate the 50th anniversary of his association with Bemis 7 
Bro. Bag Co. At the company’s annual management conference in } 
Chicago, officials gave him a handsome clock as an anniversary > 
present... 
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Ever see a kid throw 
away a Comics Magazine? 
Never!—because these 
timeless periodicals are 
read, perused, studied, 
reviewed .. . swapped and 
exchanged . . . passed 
around the family, 

friends, neighborhood .. . 
and end up literally 

worn out. Just another 
reason why more and 
more companies find 

that Comics Magazines 
are a sound advertising 


investment. 


ational 
Comics 


Gu 


Represented by 

ee ee a i Richard A. Feldon & Co., Inc. 
pi nee fe 205 East 42nd Street 
; New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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‘bie most successful 
major move in Chicago's 
newspaper history 


We don’t know what wild stories you may have heard arising from the re- 


2 cent change in the publishing hours of The Chicago SUN-TIMES. 
i To quote from the “Confidential” memo of a desperate competitor*, “Chicago 
© is a beehive of rumors, charges, counter-charges, half-truths, evasions, double- 
talk, innuendo, dust in the air, and what have you, out of the welter of which 
a the facts of the situation are emerging and they boil down to this.” 
: End quote. | 
2 From here on the “facts” are FACTS. 


On April 17, The Chicago SUN-TIMES revised its hours of publication from 
an around-the-clock basis. 


ig Starting with that issue, presses began printing the paper at 6 p.m. of the day 
p before dateline, and finished at 9 a.m. the followin —~ . The edition off the 
| ‘presses at 9 a.m. is on sale at newsstands throughout the city, throughout the day. 


The adjustment of our edition schedules made it necessary for us to request 
148,000 afternoon home delivery subscribers to accept delivery of their copies 


of The Daily SUN-TIMES before breakfast. 
: There has been no other case in poet history in which such a request has 
« been made of so many subscribers, or which has been accepted so readily by the . 
subscribers. ; 


On Friday afternoon before the changeover, the net paid l 4 8 208 
9 


circulation home-delivered by our afternoon carriers was ( 

I 
On Friday morning, April 28, two weeks later, these same ‘ 
carriers home-delivered a net paid circulation of 148, 836 


Two weekly collections were made from these home-delivery subscribers during 
that period. 


This former afternoon home-delivered circulation, combined 


with our regular morni ng home delivered circulation, gives 2? 5,434 
e 


us now a total morning delivery in Chicago and suburbs of 


®Name on request 
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Now let’s see what happened to total circulation: 


(All figures are total average net paid daily) 


For the week ending April 14— 6 ] 5 08 1 

a ae oe caches iomvismniannsetovescessqnchiensctian 

For the week ending April 21— 62 ] 098 
first week under the new operation..........................-0:0ie00-0000 

For the week ending April 28— 622, 2 47 
second week under the new operation...................2....-0-1000-0 


Why these gains when our competitors were predicting heavy losses? 


It must be our readers just like us. Of course, we have been using special 
promotion and a contest to help the changeover. But our competitors have been 
using contests too—plus bicycles and ukuleles and some delirious scare talk. 


We're happy that advertisers seem to share the confidence of readers in our 
newspaper. 


During the two weeks following the changeover, we published 


55 8,525 lines of display advertising— 


a gain of 36,876 lines over the same days last year. 


Both Thursday issues during those two weeks were capacity, 96-page papers. 
All available advertising space in them was sold out, and we were obliged to 
omit “overflow” advertising offered to us for publication on those days. 


We're frank to say we can’t predict what’s going to happen from here on, but 
were going to be in there pitching to put out a better and better newspaper. 


One thing we can safely predict. That is as soon as the FACTS on what is 
happening become available, we will see that our advertisers get them—fast 


and straight. 
TOTAL 
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Cc H)bc A SCO 621,670 
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THE PICTURE NEWSPAPER weeks of April, 1950 


211 W. Wacker Drive, Chicago 6 250 Park Avenue, New York 17 
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Mottfats Appoints Hamilton 


R. M. Hamilton, formerly with 
Goodyear Tire & Rubber Co. of 
Canada, has been appointed ad- 
vertising manager of Moffats Ltd., 
Weston, Ont., manufacturer of 
ranges ‘and refrigerators. He also 
has held the position of advertis- 
ing manager of the Chronicle-Her- 
ald and Mail-Star, Halifax, N. S. 


Appoints West-Marquis 


West-Marquis, Seattle, has been 
appointed to handle the advertis- 
ing of United Control Corp., Se- 
attle, manufacturing electronic 
control equipment for aircraft. 
Trade publications and literature 
will be used 


Myriad Production 
Details for Admen 
Given in New Book 


New YorK—A new textbook and 
working aid for graphic arts stu- 
dents and for those engaged in ad- 
vertising, publishing and printing 
production has been issued by the 
Colton Press. Titled “Produc- 
tion in Advertising,” its author 
is David G. Hymes, counselor on 
production, layout and typography 
to publishers and advertising agen- 
cies, and lecturer in advertising 
production at the College of the 
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THE MOST DIRECT MEANS 
OF TAPPING AMERICA’S 
VAST NEGRO MARKET 
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* 101 PARK AVENUE. NEW YORK 


City of New York. 

Designed as a reference and in- 
formational handbook, “Produc- 
tion in Advertising” presents a de- 
tailed explanation of printing pro- 
cesses, paper making, photoengrav- 
ing, electrotyping and binding. It 
contains 392 pages and is fully il- 
lustrated. 

In addition, it contains a ty- 
pography section, with showings of 
70 of the most used type faces and 
copy fitting data for more than 
850 faces in sizes up to and includ- 
ing 24 point, and a tabular sec- 
tion giving the basic and equival- 
ent weights and sizes of book and 
bond papers. 


Fruehaut Appoints Two 


Leonard C. Harland, formerly 
president and general manager of 
Kingsway Transports Ltd., has 
been appointed vice-president and 
director of sales of Fruehauf 
Trailer Co. of Canada Ltd., Tor- 
onto. Donald R. Steel, branch man- 
ager in Montreal, has been pro- 
_ to sales manager for Can- 
ada 
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Federal Reserve Figures on Department Store Sales 


WasHINGTON—Retail business 
for the week ended April 29 was 
better than a week ago, but 1% 
below the level for the corre- 
sponding week last year. 

Most of the districts reporting to 
the Federal Reserve Board re- 
corded losses in department store 
sales volume, as compared with 
last year. 

The only districts to show gains 
on the year-to-year comparison 
were the Cleveland, Richmond, 
Atlanta, St. Louis and Dallas 
areas. Losses were the rule in the 
northern tier of states and along 
the West Coast. 

As shown in the retail sales in- 
dex box, sales during the week of 
April 29 were about 1% below last 
year and 5% below the dollar vol- 
ume for the corresponding week 
in 1948—a record year. 


By the Vote of National Advertisers Themselves— 


NEWSPAPERS BECOME 
THE NO. 1 NATIONAL 
ADVERTISING MEDIUM 
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IT WAS DISCLOSED TODAY, MAKING 


| NEWSPAPER 


DAILY NEWSPAPERS THE B 


BASIS OF H 


Ow U.S. MANUFACTURERS 


T@GEST NATIONAL A 


DVERTISING MEDIUM ON THE 


DIVIDE THE! 


R ADVERTISING DOLLARS. 


As newspapermen we're proud of the fourth 
consecutive all-time high which national ad- 
vertisers have accorded newspapers by the 
vote of their advertising dollars. 


As most advertising executives know, of 
course, this is no sudden development, but 
the product of a steadily growing trend— 
from $270,000,000 in 1946 to $357,000,000 
in 1947—to $389,261,000 in 1948 and on to 
the record $445,015,000 of 1949. And so far 
in 1950, the gains are still mounting. 


Actually, during the 12 months of 1949 
national advertisers invested in newspapers: 


More than twice as much as on all 
four of the great national radio networks 


combined. 


$32,000,000 more than in all general 


magazines combined. 


And over $4,000,000 more than in all 


general magazines and all farm magazines 


put together. 


Most important of all, it’s clear evidence 
that advertisers are beginning to manage 
their advertising the way they’ve always 
directed their salesmen—in accord with the- 
basic marketing principle that... 


All Business Is Local 


= Burcu UO advertising, American Newspaper Publishers Association, is in business to help you 


make your advertising more productive. Call or write us at 370 Lexington Ave., New York 17; 360 North Michigan Ave., Chicago 1, 
or 240 Montgomery St., San Francisco 4. Or ask for your copy of the newly revised booklet, ‘Services Available to Advertisers.” 


Sponsored by The Memphis Commercial Appeal and Memphis Press-Scimitar in the interest of more effective advertising. 


Advertising Age, May 15, 1§ 
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DEPARTMENT STORE 
_ SALES INDEX 


1935-39 EQUALS 100 


te aad 


Week to Apr. 29, '50* p283 
Week to Apr. 30, ’'49*..286 
Week to May 1, °48*..300 
Week to Apr. 22, ’50*..279 
Week to Apr. 23, ’49*..266 
Week to Apr. 24. ’48* 296 


pPreliminary. 
*Data not available. 


Largest district losses were the 
7% declines in the Boston and 
Minneapolis districts. Largest 
losses among the cities reporting 
were the 21% decline in Duluth 
Superior and a 20% drop in New 
Orleans. 

Greatest gain among the cities 
was a 22% rise in Little Rock, 
which has been fluctuating sharp- 
ly all spring. 


@ According to Department of 
Commerce estimates, sales of ser- 
vice and limited-function whole- 
salers in March were $5,720,000,- 
000, compared with $5,737,000,000 
in March, 1949. And while inven- 
tories were $7,413,000,000 in 
March, 1949, they totaled only $7,- 
225,000,000 in March, 1950. 
Commerce Department figures 
also show that sales of chain stores 
and mail order houses in March 
were $2,239,000,000, compared with 
$2,186,000,000 in March, 1949. 
% Change from '#@ 
Jan. Mo 
of 
. Mar. 


Federal Reserve 
District and City 
UNITED STATES 
Boston District 
New Haven .. 
Boston 
Springfield 
Providence 


Apr. 


New York District .. 
Newark 


Syracu 
Philadelphia District 
Philadelphia 
Cleveland District 
Akron 
Cincinnati 
Cleveland 
Columbus 


tsburgh 
Richmond District 
Washington 
Baltimore 
Atlanta District 
Birmingham 


ukee 
St. Leute District 
Little Rock 
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Duluth-Superior _........ 
Kansas City District _ say 
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allas 
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San Antonio 


San Francisco District .. 
Los Angeles Area 
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*Data not available. 


Appoints Barlow Manager 
Channing Barlow has been ap- 

pointed manager of the New York 

office of Wilson, Haight & Welch. 
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Magic formula? 


What makes 350,000 of America’s most important people 
turn to U.S.News & World Report each week? 


Has it some magic formula? 


A formula, yes—but there’s no magic about it. 
Just UNIQUE. 


 ULS.News BR 
WECCROICTM LIVING STANDARD 


—— a © 


WINSTON CHURCHILL 


50 Years of Campaigning 


. 


The Formula is based on reporting and analyzing ORIGINAL NEWS—news that 
is derived from important happenings throughout the world—news which is of 
first importance to important people—news which appears nowhere else. 

* 


An example of ORIGINAL NEWS is detailed on the following pages. 


AUTHORIZED INTERVIEWS held with men of outstanding importance—men 
having important things to say to other important men who hold -responsible 
positions in all walks of life—in Industry, Commerce, Business, Finance, the 


Professions, Labor, and Government. 


A typical example, in fact, of original news. 
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U.S.NEWS & WORLD REPORT 


AUTHORIZED INTERVIEWS 


Le al 


; Av | 


ARE HELD BY INVITATION IN THE NEWS ROOMS OF U.S.NEWS & WORLD REPORT IN WASHINGTON 


These interviews in their entirety or in part were reprinted, or commented 
on editorially, by 633 daily newspapers in the U. S., with total circulation of 
more than 33,500,000—plus 54 daily newspapers in Canada and abroad. 


Here are a few typical examples of ORIGINAL NEWS in the making: 


MARTIN W. CLEMENT 
President of the Pennsylvania Railroad de- 
tails how his Road is spending $216,000,000. 
(Oct. 1, 1948) 


ERIC JOHNSTON 


Former President of the U.S, Chamber of 
Commerce gives his impressions of a visit to 
Russia to sell motion pictures, (Nov 5; 
1948) 


JOHN L. LEWIS 
President of the United Mine Workers out- 
lines to the editors of U. S. News & World 
Report his viewpoint on pensions as the next 
step in labor negotiations. (Nov. 19, 1948) 
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PHILIP MURRAY 


President of the CIO answers the question: 
“What does Labor Want?” ( Nov. 26, 1948) 


ALLAN B. KLINE 


President, American Farm Bureau Federa- 
tion, tells what Agriculture expects of Con- 
gress in the light of current price and market 
trends affecting farm commodities and of 
possible future decline in export demands. 
(Dec. 24, 1948) 


MARRINER S. ECCLES 


Member of the Board of Governors, Federal 
Reserve System, explains his views on the 
outlook for American business. ( Jan.7, 1949) 


Ce Ayiline eee oo oy Pe 2 “ey % 


oe 


JOHN FOSTER DULLES 


Chairman of the U. S. Delegation to the 
United Nations General Assembly in Paris, 
advocates bipartisan co-operation in foreign 


policy of the United States. (Jan. 21, 1949) 


CHESTER W. NIMITZ 


Fleet Admiral discusses the relative impor- 
tance of air power, sea power, and land 


power. (Jan. 28, 1949) 


FREDERICK B. RENTSCHLER 
Chairman of the United Aircraft Corp. gives 
his views on the future of the aircraft engine 
and the air power it supports. (Feb. 4, 1949) 
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REESE TAYLOR 


President of Union Oil Co. of California 
discusses the future of oil through shale de- 
posits, and gives his views on Government 
plans to allocate materials. (Feb. 25, 1949) 


BENJAMIN F. FAIRLESS 


President of United States Steel Corporation 
describes conditions in the steel industry, dis- 
cusses the issues that revolve around it. 
(March 11, 1949) 


WILLIAM GREEN 


President of American Federation of Labor 
for twenty-five years, defends the “closed 
shop” against charges of monopoly, suggests 
ways of spreading work in a depression, tells 
what union labor expects from Congress. 
(April 8, 1949) 


CHARLES F. BRANNAN 
Secretary of Agriculture explains some pro- 


posed changes in U. S. basic farm policy. 
(April 29, 1949) 


EMIL SCHRAM 


President of the New York Stock Exchange 
discusses some of the problems of the stock 
market and of the individual investor, and 
why savings go largely into bank accounts, 
insurance, and Government bonds. (May 


13, 1949) 


W. F. HALSEY 


. Fleet Admiral ( Ret.) who commanded Task 


Force 58 in the Pacific, analyzes the signifi- 
cance of carrier action and outlines the 
Navy’s experience against shore-based planes 
of the enemy. (May 20, 1949) 
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HERBERT HOOVER 


Chairman, Commission on Organization of 
the Executive Branch of the Government, 
discusses informally what the Organization 
learned and how its findings were arrived at. 


(June 3, 1949) 


W. RANDOLPH BURGESS 


Vice Chairman, The National City Bank of 
New York, answers questions with regard to 
the three years’ study of the national debt, its 


size, and what it means to the nation’s econ- 
omy. (June 10, 1949) 


GEORGE J. SCHOENEMAN 


Commissioner of Internal Revenue speaks 
with authority on what is expected of the 
individual or corporate taxpayer by the Gov- 
ernment. (June 24, 1949) 


‘ 


CYRUS S. CHING 


Director, Federal Mediation and Concilia- 
tion Service, tells what are the barriers to 
successful mediation and describes also the 
constructive work of the Service about which 
little is usually reported. (July 15, 1949) 


ARTHUR E. STODDARD 


President, Union Pacific Railroad Company, 
points out that railroad problems frequently 
are the problems of all business and that 
trends in a complex society often show up 
first in transportation. (Aug. 19, 1949) 


WALTER F. GEORGE 


Chairman, Senate Finance Committee, and 
a key figure in tax legislation since 1936, out- 
lines plans for broad changes in revenue laws 
to be pushed in Congress in 1950. (Aug. 
26, 1949) 
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U.S.NEWS & WORLD REPORT 


CRAWFORD H. GREENEWALT 


The tenth President, E. 1 du Pont de Ne- 
mours & Co., gives his opinions on the use- 
fulness and social responsibility of large- 
scale enterprises and the extent to which they 
should be subject to regulation by the power 
of government. (Sept. 16, 1949) 


EMANUEL CELLER 


Chairman, House Judiciary Committee and 
Chairman, Subcommittee on the Study of 
Monopoly Power, comments on the various 
phases of the operations and policies of large- 
scale business. (Sept. 23, 1949) 


SAMUEL I. ROSENMAN 


Member of the President’s Steel Industry 
Board, trouble shooter on some of the Gov- 
ernment’s most ticklish problems, gives his 
opinions on the effectiveness of fact-finding 
boards as a means of bringing settlement of 
labor disputes. (Sept. 30, 1949) 


JOSEPH C. O’MAHONEY 


U. S, Senator and Chairman, Joint Commit- 
tee on the Economic Report, plans to renew 
his pressure for legislation that requires cor- 
porations to operate under federal standards 
regulating the conduct of business enter- 
prises. (Oct. 14, 1949) 


JOHN J. McCLOY 


U.S. High Commissioner for Germany an- 
swers the questions—what does Western 
Germany’s revival mean to the rest of the 
world? Does industrial recovery open the 
way for military recovery? As Germans 
grow stronger will they turn to Russia? 
(Nov. 4, 1949) 


ROY A. HUNT 


President, Aluminum Company of America, 
tells how consumers of aluminum make out 
in the market today and answers the question 
as to whether there is a monopoly in the in- 
dustry. (Nov. 11, 1949) 
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J. HOWARD McGRATH 


Attorney General of the U. S., the man re- 
sponsible for the prosecution of cases against 
business under the Sherman Antitrust Act, 
gives his views on how to regulate, in the 
public interest, such abuses of power as ap- 
pear in private enterprise. (Nov. 25, 1949) 


DAVID E. LILIENTHAL 


Retiring Chairman, Atomic Energy Com- 
mission, discusses informally, in layman’s 
language, the problem of secrecy, the issue 
of Government monopoly, the uses of atomic 
energy in the fields of industry, agriculture, 
and health. (Dec 9, 1949) 


SIR STAFFORD CRIPPS 


British Chancellor of the Exchequer, in the 
first exclusive interview given any American 
publication, discusses the financial crises in 
“Britain’s battle for survival.” (Dec. 16, 
1949) 


CHARLES E. WILSON 


President, General Motors Corp., answers 
questions on the outlook in the automobile 
business, on the functional operations of Gen- 
eral Motors, on the carefully planned or- 
ganization and internal controls of GM. 
( Dec. 30, 1949) 


JOHN L. COLLYER 
President, The B. F. Goodrich Company, 


former director of rubber production in war- 
time, discusses in detail the new era of com- 
petition between natural and synthetic rubber 
and the effects of the recent devaluation of 
the British pound on the price of rubber 
grown in the plantations of the Far Pacific. 


(Jan. 6, 1950) 


DWIGHT D. EISENHOWER 


President, Columbia University (whose ex- 
perience covers not only co-ordination of 
Army, Navy, and Air Force of our own in 
Europe, but also the bringing together of the 
forces of Allied countries), speaks with au- 
thority on the value of co-ordination where 
different military services are concerned. 


(Feb. 3, 1950) 
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And, because U.S.News & World Report clicks with its readers, 


it clicks with the advertiser, too. 


The readership of U.S.News & World Report is predominantly among management 
men whose decisions on industrial as well as on family purchases are, in most cases, 


final. 


Over a period of some sixteen years, circulation has been built largely through sub- 
scriptions, 86% of which have been obtained “by mail direct to publisher.” This 
is the most voluntary of all subscription methods. 


The more than 350,000 buyers of the magazine and their families constitute the 
country’s top-layer market, non-duplicated by any other magazine in the field or by 
any combination of “management” or “general” news magazines. 


1950—HIGHEST 
LIVING STANDARD 


WINSTON CHURCHILA 


50 Years of Campaigning 


U.S.News & World Report is unique in the field 
of publishing; unique in its concept and theme; 
unique in its ability to ferret out ORIGINAL 
NEWS. 

The positions, influence, and incomes of the 


350,000 people who buy the magazine every 
week indicate why you cover, in this magazine, 
the largest single group of intelligent people in 
America with unequaled buying power for 
quality products for factory, mill and home. 


Your advertising dollar works overtime when your produets and 
services are cited next to original news first published in the pages of 
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Advertising Age, May 15, 1950 


FCC Decision 
on Color Video 
Ready to Break 


WaASHINGTON—Except for a final 
look at the color system sponsored 
by Color Television Inc., San Fran- 
cisco, the Federal Communications 
Commission was ready last week 
to begin the grueling job of reach- 
ing a decision on color television. 

There was still no indication how 
long the decision might be delayed. 
In view of remaining legal formal- 
ities, it certainly could not come 
pefore July 1. It could come any 
time thereafter, or it could be is- 
sued in a package late this year 
with a revised allocation plan and 
the lifting of the construction 


freeze. 

With the appearance Wednesday 
of Dr. Peter Goldmark, inventor of 
the CBS system, the record, now 
nearly 10,000 pages long, was virtu- 
ally complete. Aside from the CTI 
demonstration in San Francisco 
Wednesday, there remains only 
the cross questioning of CTI on the 
25th and 26th. 


s Curiously, the final day of CTI 
cross questioning is exactly a year 
from the day FCC first announced 
that it was considering a general 
expansion of TV service. 

At the time, the emphasis was 
on the lifting of the construction 
freeze and the expansion of TV in- 
to 42 ultra high frequency chan- 
nels. But the possibility of color 
TV captured the commission’s im- 
agination. 

In a final appearance before the 
commission, a week ago, RCA 
Chairman David Sarnoff stated 
that color is now less than two 
years away. Other industry leaders 
concede that tremendous technical 
progress was achieved under pres- 
sure of the competitive hearing. 

Without a break, FCC moves 
June 5 into the allocations phase 
of the hearing. Over 200 witnesses 
plan to discuss the proposal for 
two-band nationwide competitive 
service. 


s Aware that as much as two 
years will be needed to get new 
stations on the air, manufacturers 
are becoming increasingly restless 
over the continuation of the con- 
struction freeze. 

FCC contends, however, that the 
freeze cannot be lifted until it is 
possible to reach a decision on 
color. 

Recognizing the issues at stake 
for manufacturers and broadcast- 
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ers, and the controversy which is 
certain to surround whatever de- 
cision is made, FCC announced 
Wednesday that all of the partici- 
pating parties will be expected 
to submit their ideas of the kind of 
a decision that should be issued— 
and why. 


Names Clark & Rickerd 
Universal Products Co., Detroit, 
has named Clark & Rickerd, De- 
troit, to handle its advertising. 
Trade publications will be used to 
promote Detroit Universal Joints. 


Gets 2 Furniture Accounts 


Nelson Chesman Co., Chattanoo- 
ga, has been named to direct 
the trade publication advertising 
of the Cleveland Chair Co., Cleve- 
land, Tenn., and Jackson Mfg. Co., 
Chattanooga, living room furniture. 


Forest Lawn Names Miner 


Dan B. Miner Co., Los Angeles, 
has been appointed to handle ad- 
vertising for Forest Lawn Memor- 
ial Park Association, Glendale. 
Mogge-Privett previously had the 
account. 


Writes Book on Song Lingo 

Broadcast Music Inc., New York, 
has published “Lingo ‘of Tin- Pan 
Alley,” a 22-page booklet on the 
“slanguage” of song publishing, by 
Arnold Shaw, vice-president and 
general professional manager of 
Duchess Music Corp., an affiliate 
of BMI. The booklet describes 
“how those who write, publish 
and plug pop songs talk and think 
about the fabulous business of 
making song hits.” Mr. Shaw was 
formerly advertising and publicity 
director of Leeds Music Corp. and 
other music houses. 


Buys Gaylord Printing Co. 


Archie C. Caisley has purchased 
the Canadian interests of Gaylord 
Printing Co., Toronto. Mr. Caisley 
severed his connection with 
Photo-Engravers & Electrotypers 
Ltd., Toronto, as sales executive on 
April 30, and will assume personal 
direction of the Gaylord company. 


itty to Clark & Rickerd 


Chelsea Milling Co., Chelsea, 
Mich., makers of Jiffy mixes, has 
placed the account with Clark & 
Rickerd, Detroit. 
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stronger 


Recent graftings are making a strong tree stronger... tall tree towering! 


Its roots have a ten year hold on the 18,000,000 Working Woman Market. 


Its branches are a sturdy support for the consumer, the manufacturer and the retailer. 
Its fruits will be plentiful...enough to go around. For your share of the August crop 


look up those we have up our tree. 
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Manufacturers Doing 


More Research Work 


New YorK—A survey by Mill 
& Factory shows that 98% of com- 
panies doing research work have 
research facilities as large as or 
larger than they did before the 
war. 

The survey was made among 
1,000 manufacturing companies of 
all types and sizes. About 98% of 
the 220 respondents reported 


spending as much as or more 
money on research than they did 
prewar. About 65% believe their 
research facilities are now ade- 
quate. 


Expenses for new product re- 
search in 1950 are reported to be 
higher than before the war, rang- 
ing from 50% to 300%. 

Only 5% of the respondents said 
that their companies rely on the 
facilities of outside agencies or 
companies for their research work. 


Kreme Whipt Plans Campaign 

“Here—the New 1950 Kreme 
Whipt Salad Dressing” is the theme 
of a campaign scheduled to run 
from May 15 to mid-August in 
British Columbia for Pacific Coast 
Packers Ltd., Vancouver. O’Brien 
Advertising, Vancouver, will direct 
the promotion, which will include 
metropolitan dailies, radio and bus 
and street car advertising. 
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FISHING BOATS 


24,071 powered fishing boats in the South, 
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Liquefied Petroleum Gas Industry 
Starts Big Ad, Promotion Drive 


Cuicaco—The liquefied petro- 
leum gas industry will take the 
first steps next month in its cam- 
paign to combat electric competi- 
tion and boost gas sales, with ads 
that stress the superiority of gas 
breaking in trade papers through- 
out the country. Ads also are 
scheduled in Country Gentleman, 
followed by insertions in other 
farm publications. 

Late last year the LP-gas in- 
dustry formed a committee, com- 
posed of executives from all 
phases of the industry (AA, Oct. 
10, 49), to draw up plans for 
this nationwide promotion cam- 
paign. The committee received 
support from the Gas Appliance 
Manufacturers Association, Na- 
tional Gasoline Association and 
the Liquefied Petroleum Gas As- 
sociation. 


Objectives of the campaign were 
outlined by Lee A. Brand, chair- 
man of the committee for LP-gas 
promotion and vice-president of 
the Empire Stove Co., Belleville, 
Ill. He spoke before the annual 
convention of the Liquefied Pe- 
troleum Gas Association here last 
week, and announced that almost 
$500,000 already has been raised 
for the campaign from voluntary 
subscriptions. 

Copy slant in the advertising 
drive is based on a market study 
conducted by the Buchen Co., Chi- 
cago, the committee’s agency, and 
will promote features of an all- 
gas kitchen. In the initial con- 
sumer ads, readers will be offered 
a free booklet explaining the 
various uses of LP-gas both in the 
home and for agricultural pur- 
poses. 


To reach executives in plants responsible for 80% of 


the industrial market... 


THE MONTHLY MAGAZINE 


FOR EXECUTIVES IN INDUSTRY 


Mere numbers are not enough. It's numbers in the right 

places that make sales. That's why Modern Industry has gone 
to such lengths to place its circulation in every important 

plant in the country. That's why Modern Industry documents 

its circulation so completely and gives positive assurance 

to advertisers that their message will reach more than 32,000 
separate, important plants responsible for approximately 

80% of the buying power of all U. S. manufacturing industries. 
And remember, even though its net paid circulation 


has risen 44% in the past two years, 


its advertising rates have remained the same so that today 

it is the lowest cost ABC publication for executives in industry. 
You get what you pay for when you buy Modern Industry. 

It's no wonder that men who are responsible for getting results 
from industrial advertising find Modern Industry the most 
economical and effective of the executive publications. 
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Advertising Age, May 15, 1959 


@ The gas range and gas cooking 
will be stressed in the first ads, 
with later plans calling for re. 
gional and state-level advertising ; 
for LP-gas water heaters, re. 
frigerators and heating appliances, 
It is in these four fields—the last 
three plus gas cooking—that the 
LP-gas industry claims it can do 
a better job than electricity. 

Other campaigns in appropriate 
farm and trade papers will stress 
the commercial and agricultural] 
applications of LP-gas. The Buchen 
Co. survey showed that about 15% 
of farm families who use LP-gas 
in their homes also use it for 
agricultural purposes, and the in- 
dustry intends to exploit this po- 
tential market. 


ws Seven separate advertising cam- 
paigns are contemplated by the 
committee, according to Mr. Brand. 
They are: 

1. Advertising the advantages of 
LP-gas direct to the farmer in 
the rural residence. | 

2. Advertising to the small town 
consumer where natural or city 
gas is not available, but where 
the Buchen survey indicates he 
wants city gas service. 

3. Advertising to the suburban 
consumer in city fringe areas 
where gas mains don’t extend. 

4. Special appliance promotion i] 
for regional and farm papers with — 
each ad featuring a specific home 
use of LP-gas. & 

5. An influential group cam- 
paign directed at county agents, 
home economics teachers and other _ 
rural leaders who influence farm | 
purchases. 

6. A commercial campaign de- 
signed to reach tourist courts, ~ 
highway restaurant owners and 
other commercial prospects for — 
LP-gas and appliances. 

7. An intra-industry campaign 
in the trade press to stimulate 
dealer tie-ins with the national — 
drive. 


a Supplementing the advertising © 
campaign will be a publicity drive 
to supply news items to newspa-! 
pers, homemakers’ radio programs, 
women’s and farm magazines and 
the trade press, plus booklets, pam- 
phlets and stories for dealers to” 
release locally. 

The final phase of the promotion 
program will be employe train- 
ing. Educational material will be 
developed to promote better sales- — 
manship and to improve operating 
and service practices. 

The entire program will be con- 
tinuous, Mr. Brand pointed out, 
and the committee plans to raise © 
an additional $1,000,000 for its 
operations during the next 12 
months. 


WXYZ-TV Shows Sponsors’ . 
Names at Bottom of Film ti 


WXYZ-TV, Detroit, has devel-— 
oped a new system for identifica-| 
tion of sponsors of its “Theater” 
Hour” feature film presentation 
The new process, developed by 
John Pival, production manager, 
shows the advertiser’s name at the 
bottom of the screen in such a way 
that it does not mar the picture 
quality. Under the new process, 
constant sponsor identification of 
film presentations in 15 to 20- 
minute segments will be possible, 
according to James Riddell, presi- 
dent of the station. 


‘3M Megaphone’ Gets Award 


“3M Megaphone,” employe publi- 
cation of the Minnesota Mining & 
Mfg. Co., St. Paul, edited by James 
Keith, was awarded first place in 
the seventh annual Red Cross cover 
contest for house magazines. Sec- 
ond place in the contest went to 
“Eaton News,” Eaton Mfg. Co. 
Cleveland, of which Walter E 
Krueger is editor. 
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Davis Joins Bernays abe 
C. Peter Davis has joined the 

Edward L. Bernays public rela ite 

tions staff in New York. Mr. Davis” 

was formerly editorial assistant 

on Business Week. 
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localeverage* for more 


SALES POWER 
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In this issue **What Color Can Do 
For You’, a four color feature in 
the women’s pages, has prompted 
more than 160 leading department 
stores in large and small cities and 
@ Fastest growing of all 3 leading news magazines towns to tie-in with store-wide 
(from 400,000 in 1946 to 1,200,000 in 1950 exhibits and promotions. 


@ Largest news magazine circulation in Home-Town America 


( Pathfinder primary audience: 3,250,000 ) * localeverage is the influence that 
® Concentrated where half the nation’s goods go home a select group has on a whole 
(in and around towns of 25,000 and under community. 
® Typical top-flight news magazine audience influence PATHFINDER, Philadelphia 5, Pa. 


(larger homes, more cars, higher « ity standing ) Graham Patterson, Publisher 
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Maher Appoints Dudley 

William G. Dudley, formerly 
sales manager of George F. Mc- 
Kiernan & Co., has been named 
sales manager of the John Maher 
Printing Co., Chicago. He will di- 
rect sales for both the domestic and 
export divisions. 


To Farson, Huff & Northlich 

Farson, Huff & Northlich, Cin- 
cinnati, has been appointed to 
handle the advertising of Clopay 
Corp., Cincinnati, manufacturer of 
draperies and window shades, 
made of both vinyl plastic and 
paper. 


etterlinus 


PUPPET PREMIUM—During the ready-to-eat cereal months Kellogg Co. will push sales 

of Rice Krispies with a premium offer of plastic hand puppets for a box top and 25¢. 

Sunday comics and newspaper ads plus point of sale displays will be used during the 
summer months. Kenyon & Eckhardt handles the account. 


LEADERS IN LITHOGRAPHY FOR MORE THAN A CENTURY 
Maxon Appoints Two Thomas E. Maytham, director of 

Maxon Inc., New York, has|marketing and media for the past 
named Arthur C. Linge, previously |six years, has been appointed di- 
with Benton & Bowles, as director|rector of markets and media re- 
of media estimates and contracts. ' search. 


‘Richfield Reporter’ 
Will Return to NBC 

“The Richfield Reporter,” spon- 
sored by Richfield Oil Corp., Los 
Angeles, will be heard on 10 Pa- 
cific Network NBC stations, and 
seven Arizona stations, at 10:00 
p. m., Sunday through Friday, be- 
ginning June 25 

The program has been on the 
Pacific net since September, 1948. 
Before that it had been on NBC 
since April, 1931, and had set what 
is claimed an all-time record for 
years on the air over the same net- 
work for the same sponsor. Hix- 
son & Jorgensen, Los Angeles, is 
the Richfield agency. 


Gorman to Personal Products 

Paper products division, Per- 
sonal Products Corp., Milltown, N. 
J., has appointed Frank Gorman, 
formerly with Standard Brands, as 
director of merchandising, adver- 
tising and sales promotion. 


‘Seventeen’ Adds Stuurman 

Seventeen, New York, has added 
John Stuurman, formerly with 
Conde Nast Publications, as a sales 
representative. 


by Lee Silver & Art Smith 
of the New York News 


Hydrogen bomb, triton bomb, super- 
bomb, deathbomb, hellbomb — nuts! 
Hydrogen isotope, atomic mass 3, 
protons, neutrons, tritium—phooey! 
One to four billion dollars and at least 
a year to develop the newest projected 
instrument for fixing the earth so the 
worms can take over again—haw! 

For months we have been hearing 
such things and going slowly daffy as 
we tried to understand them. 

@ on a moment’s notice 

But now, pals, they’re talking up 
our alley. They’re talking about wiping 
out populations with good old hydro- 
gen, the same stuff any freshman in 
high school can whip up on amoment’s 
notice with some sulphuric acid, or 


Make your own little H-Bomb! 


Profs. Smith and Silver probe the atom. 


H.SO,, if you want to get technical; 
some water (H20), a flask with a rubber 
stopper, a couple of strips of zinc, a 
small rubber tube, funnel and bowl. With 
simple equipment, you’re in business. 
Weknow because yesterday, 
right in the city room of 
The News, we made some 
hydrogen and, by cripes. 
we exploded, too. 
@ it took 8 minutes 

Furthermore, our 
experiment did not 
cost four billion bucks. * 
And it only took eight minutes. We 
went down to the photoengraving 
department and got a little sulphuric 
and a couple small slabs of zinc. From 
the paper testers’ lab we got our flask, 
stopper, rubber tube, test tube and 
funnel. A porter supplied a pan of 
water. We had our own matches. 

We cleared a space on a newspaper 
file table and set up the laboratory. The 
zinc strips went into the flask and were 
doused with the sulphuric acid. Then 
the flask was plugged with the stopper 
and the rubber tube attached to it. The 
test tube was submerged in the pan of 


water and the loose end of the rubber 
tube placed at the test tube’s mouth. 
@ bubble and break up 
The sulphuric bubbled like hell over 
the zine strips, and they began to fall 
to pieces right away. A steam-like 
smoke started up and fed through 
the rubber tube into the test tube. 
That chased the water out of 
the test tube. Then we put the 
editorial thumb over themouth 
of the test tube to hold the gas 
in, and took the test tube out of the 
water. We struck a match, removed 
the thumb, touched off the gas. 

And thar she blew! There was a tiny 
spurt of flame and a sort of yelp—like 
the sound a pup makes when somebody 
stepson his tail. Eureka! Success! Total 
cost of experiment—nothing. 

There may be some question on the 
scientific significance of our experiment. 

And it may be, too, that one would 
need a few other materials to really 
make a bomb that would blow up the 
Ukraine or maybe Bikini. Stuff like tri- 
tium, protons, neutrons, etc. Further, 
there has been a lot of talk about chain 
reaction. Wecouldn’tfindachain,so we 


Cireulation now exceeds 
Daily... . 2,200,000 
Sunday . . 4,300,000 


Sf ah ee ee eee Re Pad 


did the best we could with what we had. 
But we produced hydrogen—pure, 
unsullied hydrogen. Let JoeStalincome 
over whenever the mood is on him. 
At 220 E. 42d St. we’re ready. 
(From the Feb. 2, 1950 issue of The News) 


FPor four and a half vears, the whole 
world has been holding its breath 
over atom bombs. It was long past 
time for some comic relief. And the 
relief arrived in the foregoing minor 
classic spoofing the hydrogen bomb. 
If you’ve read this far, you even feel 
better yourself! 

And possibly you understand a 
little better...how The News holds 
the largest circulation in America, 
gets more attention for advertising. 

Read by seven of ten families in 
New York City and more than half 
the suburban families, there is no 
better medium in this market than 
The News! And no better market— 
anywhere! The Market and medium 
make your major sales opportunity 
today! With no exception! 


be 
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May 14-17. National Newspaper Promo- 
tion Association, annual convention, ' 
Schroeder Hotel, Milwaukee. ‘ 

May 18-19. National Business Publica- - 
tions, spring meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 18-20. National Association of 
Transportation Advertising, annual meet- 
ing, Edgewater Beach Hotel, Chicago. 

May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 22-24. National Sales Executives 
National Distribution Congress, Masonic 
Temple, Detroit. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

June 16-17. Pennsylvania Newspaper 
Publishers’ Association, annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 26-28. Newspaper Advertising Ex- 
ecutives Association, summer meeting, 
Waldorf-Astoria, New York. g 

June 29. National Association of Mag- 
azine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- i 
tion of America, annual convention, Drake ) 
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Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- jj 
tel Statler, Boston. 

Sept. 18-21, Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. b 

Sept. 24-28. Advertising Specialty Na- ff 
tional Association, 47th annual convention @ 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 5. Export Advertising Association, 
2nd annual convention, Hotel Plaza, New [/§ 
York. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel : 
Statler, Boston. 

Oct. 22-24. Advertising Federation of |4 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. d 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- {|§ 
cago. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- |g 
tel, Dallas. - 


Chicago Cancer Show Set 


Jim Moran, Chicago Hudson 
dealer; ABC’s Station WENR-TY, 
and Chicago talent and musicians } 
are donating their efforts to a spe- 
cial two-hour TV program on May 
19 (10-12 p.m.) for the Illinois 
division of the American Cancer 
Society. Mr. Moran, Malcolm- 
Howard Advertising Agency and 
Sandra Television Advertising 
Agency will handle the production 
in cooperation with American 
Broadcasting Co. personnel. 


Conde Nast Ups Kornfeld 


Albert Kornfeld has been ap- 
pointed editor-in-chief of House 
& Garden, published by Conde 
Nast Publications, New York. He 
succeeds Richardson Wright, who 
has retired. Mr. Kornfeld has been 
with Conde Nast for the past 15 
years and has held the positions 
of circulation manager, advertis- 
ing promotion manager and pub- 
licity director. Since 1946 he has 
been editor of House & Garden. 


Geissinger Names Peterson 


L. S. Peterson, formerly western 
states sales manager of the new 
home division of Free Sewing Ma- 
chine Co. and the automatic pencil 
sharpener division of Spengler- 
Loomis Mfg. Co., has been ap- 
pointed head of the merchandising 
department of W. B. Geissinger & 
Co., Los Angeles. 


‘American Home’ Ups Darling 


American Home, New York, has 
named James Darling, for the past 
four years sales promotion man- 
ager, as manager of the Chicago 
office. Mr. Darling will succeed 
Donald D. Sperry, who will re- 
sign June 30. 
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New York—National Airlines is 
rying to change the vacation hab- 
ts of northerners, and, according 
o Walter Sternberg, vice-presi- 
Hent for sales, its promotion of 
summer travel to Florida is catch- 
ng on. 
In the first three weeks of this 
ear’s campaign, more customers 
ave been attracted than in the 
irst two months of last summer, 
e said. ba 
Featuring price appeal, National 
s banking on this promotion to 
evel off the peaks and valleys of 
ortheast-to-Florida business and 
ipe out summer deficits. With 
he cooperation of Miami Beach 
,0tels and a number of tour op- 
prators, the airline is plugging 
seven-day all-expense tours at 
$102.55 and other “packages” at 
similarly low cost. 


In a presentation here last week 
before travel and business writers, 
Sternberg pointed out that Miami 
Beach has a $250,000,000 vaca- 
ion plant. Developed for the $40- 
h-day winter trade, the facilities 
nvolve fixed overhead costs that 
Pannot be eliminated. Therefore, he 
noted, it has become economically 
found for the hotel operators as 
well as others serving the tourists 
including National Airlines—to 
pperate at cost or close to it dur- 
ing the off-season. 

John Montgomery, chairman of 
the Florida State Advertising Com- 
mission, predicted at the same 
meeting that his state would ex- 
perience a 20% increase in tourists 
this summer—mainly at the ex- 
pense of the northern resorts. 


National Airlines’ spearheading 
f the promotion is a logical de- 
elopment. The only scheduled 
irline in competition with it in 
he New York-Florida run is East- 
rn. The latter, however, also op- 
rates east-west flights and is 
herefore in a position to adapt 
o the season. National, however, 
ust depend on coastal operation. 
Additionally, on such packages 
S the seven-day one, the largest 
ortion of the price (about 75%) 
oes to the airline. Thus, said Stern- 
erg, “we can afford to promote 
lorida to an extent that transpor- 
ation companies can’t afford for 
he northern resorts they serve. 
= iThat’s why National took the lead 
[fin pioneering airline summer ex- 
cursion fares and in pushing sum- 
mer travel to Florida,” 

Although this is primarily in- 
tended to merely cover the cost of 
summer operations, said Sternberg, 
National expects that with increas- 
ing volume the off-season business 
will carry over to the profit side 
and permit bringing winter rates 
down. 


= The project, seeking to tap a 
new market for Florida vacations, 
is being furthered in advertising 
and other promotions by the slo- 
gan, “A millionaire’s vacation on 
a piggy bank budget.” 

The ad campaign, which started 
April 10, has already sold 225 all- 
expense tours, said Mr. Sternberg, 
and the numerous additional leads 
developed promise a big season. In 
the two weeks following the_first 
announcement, he said, 3,500 writ- 
ten requests for additional infor- 
mation were received. And by last 
week, the total of letters, coupons, 
telephone and personal calls to 
National and travel agents had 
mounted to 17,000 in the five cities 
where the promotion is being done. 


® Currently, National is using 15 
dailies in New York, Washington, 
Philadelphia, Baltimore and New- 
ark, including Women’s Wear 
Daily, for 1,000-line ads on a bi- 
weekly schedule. This schedule 
will continue through June, after 


Which time the ad size will be cut 


ational Airlines’ Promotion of Vacations 
o Florida Pulling Heavily, Sternberg Says 


down somewhat and the schedule 
continued through the summer. 

In addition to the newspapers, 
the airline is advertising in The 
New Yorker, Time (Latin-Amer- 
ican edition) and travel trade pub- 
lications. 

The budget for this summer’s 
promotion, Mr. Sternberg told AA, 
is exactly twice that of last year. 


National’s agency is Grant Ad- 
vertising, and the Hill & Knowlton 
public relations firm is handling 
other aspects of the campaign. 


Ideal Pictures Names 3 


Allan S. Larson has been named 
director of advertising and sales 
promotion of Ideal Pictures Corp., 
Chicago, 16mm film rental distrib- 
utor. Jack Kessie has been ap- 
pointed assistant advertising direc- 
tor and L. T. Young, director of the 
industrial film division. 


SCAA Adds 4 New Members 

Southern California Advertising 
Agencies Association has added the 
following new members: Max W. 
Becker Advertising Agency; Tag- 
gart & Young; Sinow Advertising 
Agency, and Louis Bass Co. All 
are located in Los Angeles. 


Rejoins ‘American Legion’ 

Keith J. Hovorka, who for the 
past two years has been with Popu- 
lar Science, has rejoined the west- 
ern staff of the American Legion 
Magazine, Chicago. 


31 


Appoints Johnstone Agency 

Perfect Negligee Inc., New York, 
has named the Muriel Johnstone 
Fashion division, Morey, Humm & 
Johnstone, New York, to handle 
advertising in consumer magazines 
and newspapers. The company is 
a new advertiser. 


Little Named Ad Director 

Frank Little has been promoted 
from assistant advertising manager 
to advertising director of Preci- 
sion Scientific Co., Chicago, manu- * 
facturer of laboratory apparatus. 
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The Irving Cloud Publishing Gompats 


BLDG., CHI 

th FLOOR DAILY NEWS 

. Also Publishers of Jobber Topics 
Service Station 


—® sand Super 


CLEVELAND: 
LOS ANGELES: 


“and we mean i Pes 
the kind of a seller that GMG 


ot 


NEW YORK: 122 €. 42nd St., MUrray Hill 9-1237 
856 Leader Bldg., PRospect 7946 


Ralph W. Harker & Assoc., 
1127 Wilshire Blvd., MAdison 6-1271 


SAN FRANCISCO: Ralph W. Harker & Assoc., 
582 Market St., GArfield 1-2481 
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Manufacturers’ and Southern Wholesalers’ 


HARDWARE MEETING IN CINCINNATI 


“How » Your Susiness? —A New HH & SG Feature | Advance Registration 1,062; 


Preview Showing of Router — Sellevision 


Water Systems Month Aimed 
At Rural Suburban Morket 


Chgo. Dealers 
Go to School 


Program ~ New Olficers of Tennessee Aven 


a 


@ this 


\ 


latest addition to the list 


@ it’s in tabloid newspaper format. Easy-to-read. 
Editorially concentrated on live news, new products and 
current trade trends. Written to be read on arrival 
... and it is! 


eg URDERS/ 


of Irving-Cloud 
best-sellers has a total monthly circulation of nearly 


40,000 to hardware retailers and wholesalers. 


@ Perhaps you've wondered whether your printed 
sales talks are actually being seen and read and doing 
the job they’re supposed to. 


@ Obey that impulse . . . NOW! Tell your story in 
Hardware & Housewares. This Irving-Cloud best-seller 
really SELLS! 
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The Largest Selling Man's 


‘ announces a new circulation guarantee is 
see y : 
effective January, 1951 issue & 


—TRUE’s current delivered 
circulation averaged 1,618,510 
during the first 3 months of 1950 
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Magazine in America 


@ Leading the phenomenal rise in circulation of men’s 
magazines since the end of the war, TRUE’s net paid 
circulation averaged | 618,510 for the first three months 


ending March 31, 1950, as shown in the A.B.C. Interim 
Statement covering this period. 


Effective with the January, 1951 issue, TRUE’s circula- 
tion guarantee willincrease from 1,200,000to 1,500,000. 


With this enlarged coverage of the up-and-coming young 
men of America, (58.8% of TRUE’s readers are under 
36, with a median income of $4,064.) TRUE’s advertis- 
ing pages now become increasingly important to the 
manufacturers of a wide variety of products. 


Out of every 100 purchases of the following 
products, it’s the man who makes the 
brand buying decision as shown: * 


AUTOMOTIVE Lee 63 out of 100 
Anti-Freeze ......... 94 out of 100 Razor Blades ........ 90 out of 100 
Automobiles ......:.79 out of 100 RR eee 66 out of 100 
Batteries Delite var ve dean 94 out of 100 SMOKING ITEMS 
Ns avian o454 89 out of 100 . 

: Cigarettes for Self .. . .73 out of 100 
ae ee 89 out of 100 Ci Ligh 63 out of 100 
Motor Oil........... 92 out of 100 ps asap ee... a 4 
Spark Plugs ......... 94 out of 100 a ho << «8 ol oa : Horo 
Ti of a | ee © 09S See ft) S08 

pas wenee Stew ot 160 Smoking Tobacco ....90 out of 100 

— BEVERAGES HOME EQUIPMENT & SUPPLIES 
Li Pet teraece sesh ees 82 out : 100 Heating Systems...... 70 out of 100 
» PAS eee 86 out of 100 RIN cca... + onde 71 out of 100 

ee Bea Nate Ke-gNE 78 out of 100 Paint (Exterior)....... 67 out of 100 

MEN’S APPAREL — Grooming Aids Oe ot ae eee 76 out of 100 

Electric Razors ....... 66 outof 100 LIFE INSURANCE...... 63 out of 100 


* According to a survey by A. S. Bennett Associates. The 
survey measures the relative influence of men and women 
in the buying and brand determination of 65 products, 
including those listed above. For your copy write today 
to: Mr. Clare Nelson, Advertising Manager, True, The 
Man’s Magazine, 67 West 44th St., New York 18, New York. 


AMERICA’S LARGEST SELLING MAN'S MAGAZINE 
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Food Editors Will 
Meet in New York 
Next October 


New YorK—Food editors, pro- 
ducers and several institutes and 
associations will participate in the 
Newspaper Food Editors’ Confer- 
ence to be held here from October 
9-13, 1950. 

Organizers of the conference 
have started collecting informa- 
tion on distinctive foods and fa- 
vorite recipes from food editors all 
over the country. This will be put 
[in booklet form and presented to 
food editors at the conference, for 


use as editorial material. 

Claudius Philippe, director of 
catering at the Waldorf-Astoria, 
will address the opening session of 
the conference, which is sponsored 
by the food editors’ conference 
committee of the American As- 
sociation of Newspaper Represen- 
tatives. 


Rapids-Standard Ups DeLoof 


Henrietta DeLoof has been ap- 
pointed publicity director of Rap- 
ids-Standard Co., Grand Rapids, 
Mich., manufacturer of material 
handling equipment. Formerly in- 
dustrial editor of the company, 
Miss DeLoof will continue to super- 
vise company publications. 


Advertising Age, May 15, 196§) 


Signal Oil Uses 
Outdoor Posters 


for New Contest 


Los ANGELES—Two firsts are 
claimed by the Signal Oil Co. for 
its new contest based on its out- 
door boards—it is the company’s 
first such contest—perhaps the first 
for any gas—and it is the first use 
of outdoor as the basis for such a 
promotion. 

The contest is built around the 
current board carrying Signal’s 
long-time theme, “Go Farther,” 
which characteristically depicts 
“out-of-gas” scenes in cartoon 
style. 


The current board shows a © 


. I as ; 
The DIRECT SELLING LEGION 3 0,000 STRONG! FOOD EDITORS—AI Marucchi (left), member of the food editors’ committee of the | bride-to-be waiting at the church © 
. Greatest Single Oryamzed Force in a American Association of Newspaper Representatives, and J. H. Sawyer (right), chair- |as the intended groom struggles § 
Ce CLL CoC Tere | man of the Food Editors’ Conference, look over a copy of the address to be given | up pushing his gas-less car. Con- | 


at the conference’s opening session Oct. 9 by Claudius Philippe (center), director of testants are asked to write 25 


SPECIALTY SALESMAN MAGAZINE 


catering at the Waldorf-Astoria, New York. 


GENERAL OFFICES: 307 N. Michigan Ave., Phone RA Papier. 
WRITE TODAY EeR: 3 aee 1, ve., Phone ndolph 6-07 


FOR FACTS _ £AST—70 Eost 45th, New York 17, N.Y., Phone Murray Hill 4-4525 
“ WEST-—610 S. Broadway, Los Angeles, Cal, Phone Vandike 9363 


Names Brisacher, Wheeler 
Larsen Baking Co., New York, 
has named Brisacher, Wheeler & 


markets. 


Staff, New York, to handle televi- 
sion advertising in metropolitan 


THEY GOT THE FACTS 
nhc etme / DIDNT KNOW THOSE 
DISPLANS WERE LOADED/ 
(with Seles .. that 12.) 


Wi 
- 
. 
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UNVEILED! This 3-plane, full-color, illu- 
minated display dramatically demonstrates 
how American Optical Polaroid sun glasses 
gel rid of ‘‘Glare Veil.’’ The lovely tempt- 
ress’ dare, “See What You Miss,” makes 
sure that sidewalk traffic doesn’t miss look- 
ing. The viewer actually sees the difference 
between ordinary sun glasses and the AO 
Polaroid brand. Created and produced by 
Forbes, this ingeniously designed, hand- 
somely lithographed display is now open- 
ing wise buyers’ eyes in windows every- 
where. American Optical’s advertising 
agency for sun glasses is Federal Advertis- 
ing Agency. 


HAILED — one chief 
by another — as this 
Forbes production 
gets a Santa Fe 
“commercial” into a 
colorful custom-made 
calendar. More and | 


ip 


more users of this |. 1 2 3 

: ‘ 7890 
point-of-use medium 415 “4 7 
are turning to Forbes S oo = > 


to take advantage of 
the findings of one of 
the most compre- 
hensive surveys ever conducted in 
endar field. The Man from Forbes will be 
glad to show them to you. 


MAILED within 24 hours . . . a free copy of 
Forbes’ 1950 pictorial calendar. It features 
a famous Clipper ship painting, one you'll 
be proud to frame after you’ve used the 
calendar. Only a few are left. First come; 


first served. Warm up your dealers’ hearts with 
SPEAKING OF CALENDARS, the Man from lightf: i ; is Gi 

Forbes is now taking orders for 1951 3- de = ul ene ven this. Give 
months-at-a-glance calendars. Hundreds them the benefit of displays that are 

of firms welcome this inexpensive oppor- . 

tunity to utilize reminder advertising. impact- packed by the Facts from Forbes. 
FORBES FACTS help you take the guess- Results are immediate, our clients say. 


» work out of investments in printed mer- 
chandising. These facts have been gathered 


by experience, continuing studies and y 
unique facilities in lithography, letterpress, FO A i tS LITH 0 FH APH C 0 \ 
web gravure and die stamping. No other . - 
source offers you the benefits of such facil- 
ities under one-roof management control. 


Let the Man from Forbes tell you more Dies Merchandising lnpéc- 


about the benefits, 


NEW YORK + CLEVELAND - BOSTON + CHICAGO + ROCHESTER 


words or less on “What I think the © 


bride-to-be is saying to the tardy 
groom-to-be.” 

Total value of prizes is $10,000, 
The 200 prizes scale down from a 
Buick to coupon books good as 
cash at Signal stations. 


s Promotion began April 16 with 
teaser announcements on Signal’s 
high-rated radio show, “The Whist- 
ler,” heard Sundays on the Colum- 
bia Pacific Network. All commer- 
cials will make reference to the 
contest until it ends June 15. 

One thousand boards are up in 
200 cities and towns in California, 
Washington, Oregon, Idaho, Neva- 
da and Arizona. Showings range 
from 50% to 150%. 

In addition to the usual objec- 
tive of creating station traffic, Sig- 
nal believes it will achieve a longer 
lasting impression for its adver- 
tising. Participation requires study 
of the ad, and it is felt that each 
time a board is seen, motorists will 


again register its message and give | 


thought to it. 

Barton A. Stebbins Advertising, 
Los Angeles, is the agency for Sig- 
nal Oil. 


Appoints Catherwood 
Robert A. Catherwood has joined 


Trade Newspapers Inc., publisher — 


of Today’s Advertising, as vice- 
president in charge of sales. Pre- 
viously he was with Capistrano 
Industrial Development Corp. on 
the West Coast, Station WOR in 
New York, Spur, Farm Journal 
and Scripps-Howard Newspapers. 
Kendrick Welles Diller continues 
as advertising director of the six- 
month-old daily. 


NAEA Selects Chairmen 


The Newspaper Advertising Ex- 
ecutives Association will have 
Ralph Callahan, business manager 
of the Star, Anniston, Ala., as 
chairman of the roundtable session 
during the summer conference at 
the Waldorf-Astoria in New York 
June 26-28. Russell Scofield, ad- 
vertising manager of the Herald 
and Leader, Lexington, Ky., will be 
chairman of the convention feature, 
“Two Minute Ideas.” 


New PR Concern Formed 


A new public relations concern 
to be known as A. J. Mittelhauser 
& Associates Inc. has been formed 
in Cincinnati. Jack Mittelhauser, 
formerly in charge of public rela- 
tions of the Cincinnati Milling Ma- 
chine Co., is president. Offices are 
located at 406 Elm St. 


ARTWIL COMPANY 
ADVERTISING AGENCY 


MAIL ORDER SPECIALISTS 


22 W. 48 St., New York 19 
PLAZA 7-1355 
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Hews the Puan: 


55% of all new cars costing $2,000 
or more were bought in 1948 by 
the nation’s top fifth that earns 
$5,000 and over. 


AMERICAN- 

tudy MADE CAR WAS 
give | ADVERTISED IN 
NEWSWEEK IN 
ined | | 1948 AND AGAIN 
Pre: IN 1949 


And Newsweek offers more high- 
income readers ($5,000-and-over) 
per advertising dollar than any 
other magazine. ; 


< 
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e at 152 West 42nd Street 


; 
om New York 18, N. Y. 
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New YorK—William K. Beard 
Jr., president of the Associated 
Business Publications, listed 20 fac- 
tors that make business paper ad- 
vertising good, at a capacity meet- 
ing last week of the Industrial Ad- 
vertising Association of New York. 

Emphasizing that “ABP makes 
no claim that the advertisements 
entered in its annual contests have 
included all the best business pa- 
per advertising,” Mr. Beard pointed 
out, however, that as a result of 
those contests, 20 standards of 
measurement have been developed 
for judging ads entered in the ABP 
contests. 

“It is with the intent of helping 
all business paper advertisers to 
create more resultful campaigns,” 
Mr. Beard said, “that ABP pre- 
sents these 20 yardsticks.” 


ws Using slides of prize-winning ads 
to illustrate his points, Mr. Beard 
said that for convenience the 
checklist may be sub-divided into 
eight categories. Under “objec- 
tives” he placed the first three 
points: 

“(1) The objectives of a good 
business paper campaign are clear- 
ly defined. (2) The objectives are 
specific, attainable, readily under- 
stood. (3) No single advertisement 
tries to cover too many objectives.” 

Under “coherence” he listed 
points four and five: “(4) Head- 
line, picture, copy and typography 
work together to produce a uni- 
fied, easily read advertisement. 
(5) Headlines lead naturally and 
logically into the copy, and work 
with the copy to convey the sales 
message quickly and concisely.” 

Under “illustrations” he listed: 
“(6) Illustrations are chosen be- 


Visual 
PACKAGING... 
WORTH LOOKING 
INTO! 


Give your products the 
chance to “speak” for themselves. 
Smart, plastic, see-through packages 
like these do double duty in 
displaying as well as protecting 

the items you want to sell. 

Just tell us what the product is and 
we shall be glad to submit 
suggestions without obligation. 
Samples and prices 
on request. 


The SILLCOCKS-MILLER Company 
Pion sers in Plastic Fabrication Since 1910 

11 West Parker Avenue ; 
Maplewood, New Jersey 


Beard Lists 20 Points to Make 
Business Paper Ad Drives Better 


cause they contribute to the sales 
story, and not merely to embellish 
the advertisement, and (7) illus- 
trations are honest, convincing.” 
Point 8 he placed under the 
category of “typography,” which he 
said should be “designed for clean 
appearance and easy reading.” 


s Points 9 to 17 were listed under 
the general heading of copy. “De- 
sirably,” he said on Point 9, “the 
copy shows a benefit from the pur- 
chase and use of the product, such 
as savings in cost of labor, greater 
efficiency, higher profits. (10) 
Good business paper copy is simple 
and specific. (11) It emphasizes 
what the advertiser can do for the 
prospect, not what the prospect can 
do for the advertiser. (12) The 
copy tries to help the reader solve 
problems by giving him helpful 


ideas. 

“(13) The copy does not hesitate 
to ask the reader to do something, 
such as write for literature, ask for 
specific proposals, or send in an 
order. (14) It makes it easy for 
the prospect to act, by giving him 
the essential information needed 
for action. 

“(15) The copy, being sincere 
and straight forward, does not 
oversell. (16) It talks directly to 
the prospect in his language, not 
down to him or up to him. (17) 
The length of copy is determined 
by the demands of the sales argu- 
ment, not by any arbitrary idea of 
the relative merits of short or long 
copy.” 


s Mr. Beard placed point 18 un- 
der the category of “color,” which, 
when used, he said, “contributes to 
the sales message and is not merely 
decorative.” 

Under the category of “product 
uses” he placed point 19: “If the 
advertisement shows the product 
in use, it illustrates and describes 
the use in a way that will appeal 


to a worth while number of pros- 
pects.” 

The final point he listed under 
“correlation.” Of this he said, “The 
advertisement, when part of a cam- 
paign, preferably has a family re- 
semblance to other advertisements 
in the campaign by effective use 
of headlines, layouts, picture treat- 
ments, typography and logotype.” 

ABP has published a folder 
listing the 20-points “that have 
emerged from eight years of ABP’s 
sponsoring national advertising 
competitions,” Mr. Beard said, and 
the folders will be distributed dur- 
ing the next few weeks to selected 
lists. 


Barridge Appoints Knollin 


Knollin Advertising Agency, San 
Francisco, has been named to han- 
dle the advertising of Barridge Co., 
San Francisco, manufacturer of 
children’s specialties. 


Wittner Agency Moves 


Fred Wittner Advertising, New 
York, has moved from 2 W. 45th 
St. to 581 5th Ave. 


Advertising Age, May 15, 


Stayman Appoints Waters 


S. M. Stayman & Co., New York, 
selling agency for Vermont Wool. 
ens Inc., has appointed Norman PD, 
Waters & Associates, New York, 
to handle business paper adver. 
tising for Stamina interlinings for 
women’s coats and suits. 


Plastic Products to Adams 


Plastic Products Corp., Ossining, 
N. Y., has appointed A. D. Adams 
Advertising, New York, as its ad. 
vertising agency. Plans are being 
developed for business paper and 
consumer advertising as well as 
direct mail. 


Hutfman Opens Studio 


Jack Huffman, commercial art- 
ist, has opened a new studio in the 
Enquirer Bldg., Cincinnati, to be 
known as Jack Huffman Asso- 
ciates. 


MacLean Joins ‘Journal’ 


Patricia MacLean, formerly ad- 
vertising manager of the Eastern 
Oregon Review, La Grande, Ore., 
has joined the advertising sales 
staff of the Journal, Portland, Ore. 


GOOD HOUSEKEEPING 
Produces 101.2% Increase’ 


LUCKY STORES LAY PLANS TO REPEAT 


Seeman : 
a 


“Immediate increase of store traffic.” 


*Iindividual inventory figures of the 99 nationally 
advertised grocery items featured are available on request. 


2-WEEK EVENT NEXT YEAR 


Here are some of the reasons WHY 


“Dollar volume considerably above normal.” 


Floor displays gave dominance to GOOD HOUSEKEEPING 


merchandise. 
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Good Housekeeping 
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Selling Industrial 
-— Goods Finest Public 
© Service, Says Smith 


Cuicaco—“Right now, the finest 
public service that industrial ad- 
yertising can perform is to help 
sell industrial goods. Perhaps the 
role of buyers’ counsel is not as 
glamorous as that of public rela- 
7 tions expert, but it is decidedly 
g more important.” 

d Thus did J. S. Smith, advertis- 
ing and sales promotion manager 
of the Apparatus Division of Gen- 
eral Electric Co., emphasize to the 
Chicago Industrial Advertisers As- 
a sociation May 8 that “the man who 


such a market, Mr. Smith said, 
it must be “customer-centered” 
rather than self-centered. “Broadly 
speaking, industrial advertising 
has two main jobs: (1) to serve as 
a ‘buyer’s counsel’, and (2) to in- 
crease the salesman’s order pro- 
ductivity.” 

Expenditures for modernization 
and expansion of industry have 
dropped off sharply since 1948, he 
said, and these waning expendi- 
tures for durable industrial goods 
constitute a warning signal for in- 
dustrial salesmanship—‘in a na- 
tion whose prosperity has always 
depended on constantly increasing 
productivity ...there can be no 
more important job than that of 
speeding the pace of capital in- 


REFERENCE—The Edwards 
Angeles, placed an ad in the May 8 is- 
sue of Automotive News referring readers 
to a full-page, two-color ad for their 
client, the U. S. Washmobile Corp. The 
agency expects to continue this practice 
“where the situation warrants.” 


Agency, Los 


One example of a new sales ap- 
proach, he said, is the 10-car ex- 
hibit train which GE has just 


will visit 150 industrial centers, 
where our salesmen will play host 
to buyers of industrial apparatus. 

“What this train really is is a 
salesman’s display kit nine feet 
wide and a quarter mile long.” 

One of the important ways in 
which advertisifig can help in- 
crease salesmen’s order produc- 
tivity is through efficient handling 
of inquiries, Mr. Smith said, but 
in this area many advertisers are 
notably weak. 


@ As an example, he reported on 
a test he arranged some weeks ago 
with the purchasing department of 
GE in Chicago: 

“From April business papers in 
the industrial field, we selected 


. controls the situation today is not| vestment.” started on a tour of the country.| 25 ads from companies in the Chi- 
7 the buyer—it’s the salesman.” “This is not entertainment for the | cago area on products about which 
This is so, he said, “because to-|m To accomplish the necessary | general public, but an exhibit de-|our purchasing people definitely 
day our economy must run on its/sales job, Mr. Smith said, admen’s| signed specifically for the leaders|wanted more information. On April 
natural fuel, the kind of power/thinking must rise above conven-| in industry, transportation, electric|25, we sent inquiries to all 25, 
that has always moved our normal, | tional thinking, must explore new | utilities and municipal life: From|on our company’s distinctive blue 
- competitive economy: sales pow-|avenues for getting ideas and/|stem to stern, the train is packed| stationery and signed by the pur- 
er.” thoughts across, such as motion|with 2,000 of General Electric’s| chasing agent responsible for buy- 
“ pictures and perhaps even tele-| finest products and ideas for build-|ing the type of product involved. 
D, as If advertising is to succeed in| vision. ing a more productive America. Iti “Two and a half weeks later, 
“ ” eeny Srone 
Whenever you are ready, * Me, orp. 
feone eve. 
writes D. M. Murphy, of > eT, Caniany 
; Marching gNPPte February 27, a 7 CAPenn, 
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featured.” 


Counter displays made effective point-of-sale use of the Seal. 


“Average overall increase of 101.2% * on items 


Tiong 


“One important nationally advertised s 
showed 115.5% increase!” 


b powder 


All aisle ends were devoted to GOOD HOUSEKEEPING 
guaranteed products. 


pr oof ag Q in that women have more confidence in products advertised in GOOD HOUSEKEEPING. 


= (OOM) HOUSEKERP IN ( sells goods 


The Homemakers’ Bureau of Standards, 57th Street at Eighth Avenue, New York 19, N. Y. 


16 of the 25 have sent the material 
requested; one has told us that our 
request has been referred to their 
nearest sales office (from which 
we haven’t heard); one responded 
but did not send the material re- 
quested; and seven have not an- 
swered in any way. In how many 
of the 25 cases do you think sales- 
men have called on us to follow up 
the advertising lead? The answer 
is two, and one of them already 
has a sizable order.” 


‘Observer’ Promotes 
Robinson and Crawford 


O. A. Robinson has been pro- 
moted from retail advertising man- 
ager of the Observer, Charlotte, 
N. C., to adver- 
tising director. F. 
Earl Crawford, in 
charge of feature 
advertising on the 
Observer for the 
past six years, has 
been named fea- 
ture and promo- 
tional advertising 
manager. 

Mr. Robinson 
has been in the 
newspaper’s ad- 
vertising depart- 
ment since 1924. Previously he was 
with the Times, Raleigh, N. C., 
and the Sun, Durham, N. C. Mr. 
Crawford joined the Observer in 
1935, after working on the Chatta- 
nooga News and Herald, and Jour- 
nal, Spartanburg, S. C. 


O. A. Robinson 


s 


— et 
CIRCULATION ASSOCIATE 

DOES SOME “SPADE-WORK”’ 
FOR THE F.W. DODGE CORP. 


The F. W. Dodge building-report service 
keeps architects, builders, material- 
dealers and contractors up-to-the-minute 
on the progress of construction work 
around the country... from the prelim- 
inary planning stage, through the 
letting of contracts and right on down 
to the actual completion of the project. 


Selling such a service calls for a moun- 
tain of “spade-work”... particularly in 
the maintenance of prospect files and 
the actual mailing of promotional ma- 
terial...for which the Dodge people 
rely heavily on Circulation Associates. 
In the words of Mr. H. G. Grasse... 
Dodge executive who is responsible for 
this operation: 


This letter is in appreciation of 
the completeness and accuracy 
with which you have serviced this 
account and particularly the ex- 
cellent manner in which you 
maintain our very important 
prospect file. 


The success of our advertising 
and promotion program depends, 
in large degree, upon your effi- 
cient service. Many thanks for 
your cooperation.” 


“Completeness and accuracy” are by- 
words in any operation .of Circulation 
Associates, whether it is the building 
and maintenance of a list for the 
F. W. Dodge Corp., or any of the many 
other Direct-Mail operations... print- 
ing, processing, addressing and mailing 
... that we perform regularly for a 
large and impressive list of clients. 


The same completeness and accuracy, 
of course, are ready to be turned to 
your own profitable account whenever 
you say the word. Simply call COlum- 
bus 5-3150 or write to the address below 
and learn how quickly and how econom- 
ically this organization’s vast facilities 
can be placed at your disposal. 


CIRCULATION ASSOCIATES 


Circulation Fulfillment ¢ List Comp And Main- 
tenance « Stencil Cutting * Triple-Head Multigraphing 
+ Offset Lithography + Letter Press Printing + 
+ Addressing * Mailing * Complete Mail Campaigns « 


1745 Broadway + NEW YORK 19, W. Y. 
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Mass flight of the Air Force's newest, longer- _ 
range, F-84-E Thunderjet fighters . . . sym-_ 
bolic of the ‘“Teamed for Defense’ Theme © 
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Midwest Admen Plan Meeting 

The quarterly meeting of the 
Midwestern Advertising Agency 
Network will be held at the Con- 
gress Hotel, Chicago, June 3-4. 
Allan J. Copeland Advertising, 
Chicago member of the group, will 
act as host. 


‘Collier's’ Adds Little 
Crowell-Collier Publishing Co., 
New York, has added George Lit- 
tle, formerly with Playbill, to the 
eastern sales staff of Collier’s. 


White Starts New Agency 

Don White has opened an agency 
for food and grocery merchandis- 
ing, audited features and market- 
ing research, at 250 Park Ave., 
New York. The new agency will be 
known as Don White Inc. 


Meehan Joins Bermingham 
William N. Meehan, previously 

with Benton & Bowles, has joined 

the media department of Berming- 

mn, Castleman & Pierce, New 
ork. 
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2 New Money Sources Proposed 
for Small Business 

WASHINGTON—The President’s 
small business aid program looks 
like a winner. At least one impor- 
tant phase of it—to help small en- 
terprise get working capital—is 
sure of passing this session. Other 
phases, increasing management aid 
and research facilities of the Com- 
merce Department, will be longer 
in coming. 

The President proposes two ma- 
jor new sources of money for small 
business. One does for small busi- 
ness what the government already 
does for housing—insures loans 
which are made by the home town 
banker. The other is a chain of 
“investment companies” set up by 


By STANLEY E. COHEN, Washington Editor 


private investors and institutions, 
under special federal charters and 
incentives. 

The beauty of these plans is that 
they leave much less room for poli- 
ticing than in the RFC-type oper- 
ation. Moreover, barring economic 
catastrophe, they would probably 
be self supporting. 

e ee 


The President does not say who 
is small business, but he does say 
there are about 4,000,000 such 
concerns and that they employ 
over 20,000,000 people—“roughly 
half the private non-farm employ- 
ment.” 

The President has a kind word, 
too, for “big business”—rather sig- 
nificant in view of the “bust ’em 
up” hearings on steel which have 
been under way at the House ju- 
diciary committee. 

Says the President: “In some in- 
dustries, large productive units 
can make the most effective use 
of modern technology. The Amer- 
ican people value the benefits of 
modern mass production. Without 
prosperous, forward-looking big 
business, with its sights adjusted to 
the growing needs of the expand- 
ing economy, we cannot have the 
degree of prosperity that is within 
our power.” 


‘ 

When RCA Chairman David 
Sarnoff came down to wrap up 
RCA’s case at the color TV hear- 
ings of the Federal Communica- 
tions Commission, tall, handsome 
ex-White House Adviser Clark 
Clifford was an interested third 
row spectator. He was recently re- 
tained to help RCA with Washing- 
ton problems. But he claims the 
assignments do not include color. .. 
that he was at the hearing “just to 
listen to the boss.” 

Not even FCC members can tell 
at this writing which way the color 
decision will go. However, remem- 
ber this: Time works in favor of 
RCA, because it becomes harder 
every day to adopt a system which 
involves changes in sets currently 
in use. More TV picture tubes were 
sold in March than in the entire 
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first three months of 1949. 
a a 


Most people favor balanced 
world trade. But idealistic enthu- 
siasm quickly disappears when the 
family ox is gored. It’s true of 
business men and it’s true of labor 
leaders. Last week, Paul Hoffman 
went before 2,000 leaders of the 
Textile Workers Union (CIO) to 
fight for continued support of his 
European recovery program. Point- 
ing out that imports of wool fab- 
rics are less than 1.7% of U. §, 
production, he declared, “We can’t 
meet the problems of unemploy- 
ment in the textile industry by 
cutting this infinitesimal volume.” 
Hoffman’s solution: Expand total 
domestic consumption by using 
mass production methods to pro- 
duce goods at prices people can 
pay. 

o..@: 8 


Perhaps you overlooked it, but 
despite a 90% increase in benefits, 
the Senate finance committee is 
not proposing to increase social 
security taxes. The committee is 
taking advantage of the fact that 
full employment at wages never 
visualized a decade ago, produced 
an unexpected nest egg of $12 bil- 
lion. Moreover, the committee is 
following the advice of business 
men who say the accumulation of a 
trust fund ought to slow down. 
Eventually, social security will 
probably shift to a pay-as-it-goes 
basis. The committee bill main- 
tains the existing 14% payroll tax 
until 1956, 2% until 1970 and 
34% % thereafter. 


From the headlines, it might ap- 
pear that the thumbscrew is 
standard equipment at sessions of 
the House committee investigating 
lobbying. It cerainly was not the 
case when the National Association 
of Home Builders appeared re- 
cently to explain how it operates. 
In fact, the association came away 
with a valuable endorsement from 
no one less than Committee Chair- 
man Frank Buchanan (D., Pa.). 

“I want to say right here,” said 
Mr. Buchanan—himself a vigorous 
proponent of public housing—“that 
I have read your Washington let- 
ter intensively during the past four 
years. It has helped me as a mem- 
ber of the House banking and cur- 
rency committee. If I were a 
builder, I think it would be well 
worth the $15 you charge—I think 


it would be worth $150.” 
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A sound procedure devised to fill 


today’s need for greater volume— 


FEWER brands per line, more 
chain and private labels, increas- 
ing reliance on self service—these 
accelerating trends are intensify- 
ing competition for shelf position 
and store display. More and more 
retailers in their drive for profit 
are turning a deaf ear to sales- 
men of brands which do not have 
a strong consumer preference or 
a program that will assure one. 

Without any reduction of sell- 
ing activity in the store, selling 
the retailer today more than ever 
calls for selling his customer out- 
side the store. To meet the situ- 
ation the Chicago Tribune’ has 
developed a sound procedure 


that can build the consumer 
franchise for your brand that can 
get it stocked and pushed by re- 
tailers. 

Based on a firsthand knowl- 
edge of selling conditions in Chi- 
cago, the Tribune plan earns 
larger retail inventories, better 
store displays and faster turn- 
over. It calls for no special dis- 
counts, deals, premiums, or cut 
prices. It gets greater results from 
sales work and assures a greater 
share of the day-to-day buying 
by consumers. 

Highly productive in Chicago, 
the plan can be used in any mar- 
ket. It meets today’s selling con- 


THE Caicaco TRIBUNE 
CoNSUMER-FRANCHISE PLAW 


ditions and it builds a market 
position effectively resistant to 
competitive selling. Itisa method 
that will interest executives who 
bear the responsibility of getting 
immediate sales and those con- 
cerned with long range planning 
to assure continued company 
growth and profit. 

If you want high annual vol- 
ume and a solid base for future 
expansion, you will want to get 
the details of this consumer-fran- 
chise plan. A Tribune represent- 
ative will be glad to discuss its 
application in your business. Ask 
him to call. 


Crtcaco TRIBUNE 


The World’s Greatest Newspaper 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 
220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 
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Australia Asks $$ 
for Purchase of 
Canadian Newsprint 


Sipney, AUSTRALIA—Anticipat- 
ing a newsprint shortage before 
the end of the year, Australian 
newspapers have requested the 
Prime Minister to make dollars 
available for the purchase of Can- 
adian newsprint under suspended 
contracts. (Australia, like Great 
Britain, has banned the import of 
newsprint from Canada because of 
the dollar shortage.) 

Outcome of the request is not 
known yet, but newsprint users 
are hoping that some compromise 
will be effected. If and when news- 
print does begin to flow’ into this 
country, it is very probable that the 
buying of at least 95% of it will 
be controlled by a newsprint buy- 
ing company. 

As the result of a series of con- 
ferences embracing metropolitan 
daily, provincial and country news- 
papers, it has been agreed gen- 


Foote Named Radio Assistant 


erally to form a buying company, | 
with a working capital of nearly 
1,000,000 pounds, which would 
make contracts, import supplies | 
and distribute according to agreed 
quotas. 


Appel Picks Fashion Agency 


I. Appel & Co., New York, manu- 
facturer of women’s housecoats, 
has named Fashion Advertising 
Co., New York, to handle adver- 
tising in fashion magazines. The 
account formerly was serviced by 
Whitbey Associates. 


Emco.Names Aitkin-Kynett 


Emco Cement Products Inc., 
Shamokin, Pa., producer of ma- 
chinery and materials for the man- 
ufacture of Bondstone, an imitation 
stone siding, has appointed Aitkin- 
Kynett Co., Philadelphia, to handle 
its advertising. 


Donald C. Foote Jr. has been ap- 
pointed assistant to Victor Seydel, 
director of radio and television, at 
= nama Davis & Platte, New 

ork. 


TAKES OVER—Milton Foland, Pacific National Advertising Agency (third from right), 

newly elected chairman of the Oregon chapter, American Association of Adver- 

tising Agencies, prepares for order as he takes the gavel from Charles H. Devlin 

of Joseph R. Gerber Co., outgoing chairman. The others, from left, are Leith Abbott, 

Foote, Cone & Belding; Marvin Knudson, Richard Montgomery & Associates; Adolph 

L. Bloch, Adolph L. Bloch Advertising Agency; and Ted Bushman, Mac Wilkins, Cole 
& Weber. 


To Roche, Williams & Cleary the advertising of the Continental 
Roche, Williams & Cleary, Chi-| Illinois National Bank & Trust Co. 
cago, has been retained to handle'of Chicago. 


“IT guess they got you 


mixed up with the 


big space buyer in 2702!” 


Try this for size: The Cincinnati Enquirer has the largest 


circulation of any Cincinnati newspaper, daily and Sunday. 


(Represented by Moloney, Regan and Schmitt, Inc.) 


Advertising Age, May 15, 19% 


Cake Is Victor 
over Cheesecake 
on ‘McCall's’ Cover 


New YorkK—McCall’s split-coyer 
run for the March issue (AA, Feb 
20) showed that readers prefer 
cake to pretty girls on magazine 
covers. Balloting was done on q 
nationwide basis and backed 


ithe prediction of advertising ang 


agency executives. 

McCall’s asked executives in aq. 
vertising, retailing, and radig 
fields to predict the results of the 
reader balloting. Their predictions 
ran like this: 


EXECUTIVE CAKE GIRts 
Advertising executives ........ 51.0% 49.0% 
Agency executives .......... 0% 38.0% 
Retail Newsdealers’ .......... 55.5% 44.5% 
Wholesale Newsdealers ....... 54.5% 45.5% 
Department store pattern girls. 49.3% 50.7% 
Home equipment service women . 73.7% 26.3% 
Radio editors ........0+.006 + 40.5% 59.5% 


Results of the tabulation, as 
taken from home balloters, gave 
the cover girl a 57.5% lead over 
42.5% for the cake. In a second 
tabulation by McCall’s on news. 
stand sales, the cake was 3.39% 
more popular than the girl. 

The March issue featured equal 
emphasis on service features and 
had two runs, half of the copies 
carrying a food cover and the 
other half the usual cover girl, 
Readers were asked to vote on 
their preference, and the advertis- 
ing trade to prejudge the vote. 

McCall's reported that an inter- 
esting aspect of coupon voting was 
the tendency of readers to vote 
for the cover they received on 
their own copy. 


Montana's 40,249 
Vacation Inquiries 
Double 1949 Rate 


GREAT FALts, Mont.—Montana 
Highway Commission’s 1950 ad- 
vertising campaign has produced 
the biggest inquiry response in the 
state’s 12-year experience with 
tourist advertising, with a total of 
40,249 inquiries received as of 
April 30. , 

The commission plans to ex- 
pend $25,000 on newspaper and 
magazine advertising during the 
year. Small space b&w ads are 
scheduled in a range of magazines 
headed by American Magazine, 
Holiday, National Geographic, and 
The Saturday Evening Post. 

Newspaper ads are 168 lines 
each and run in 33 metropolitan 
newspapers concentrated in the 
Midwest and Pacific Coast states. 

Mail is being received at the 
rate of 3,000 to 4,000 pieces a week, 
about double the 1949 rate, when 
the average cost per inquiry was 
figured at 45¢ on traceable returns 
and 14¢ on all returns. 

L. W. Wendt Co. here handles 
the campaign. 


Prentice-Hall Ups Book Drive 


Prentice-Hall, New York pub- 
lisher, has expanded a campaign 
in newspapers and magazines for 
Frank Bettger’s “How I Raised 
Myself from Failure to Success in 
Selling” to 14 magazines, 4 news- 
papers, and 3 Sunday magazines. 
The company reports that initial 
results from a two-column test in 
the New York Times magazine 
section justified the incre 
schedule. J. M. Hickerson Inc, 
New York, handles the account. 


Campbell-Ewald Shifts 3 


Campbell-Ewald Co., New York, 
has assigned an art director and 
two assistant account executives 
from its Detroit office to the Du- 
Mont Laboratories account. They 
are: David Chance, art director; 
Frederick Gallagher and David 
en assistant account execu- 
ives. 


Dephoure Studios Moves 
Joseph Dephoure Studios, Bos- 


ton, has moved from 1018 to 782 
Commonwealth Ave. 
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Pretty Gals in Ads Don't Sell Men, 
Hattwick Says in New Book on Copy 


Cuicaco—Pretty girl pictures in 
ads are best for selling goods to 
women, but not to men. 

That’s the conclusion Dr. Mel S. 
Hattwick, account executive for 
Needham, Louis 
& Brorby, draws 
in his new text- 
book, “How To 
Use Psychology 
for Better Adver- 
tising” (Prentice- 
Hall, $7.65). 

Both research 
and experience 
show that as far 
as advertising art 
goes each sex is 
more attracted to 
pictures of its own members than 
to illustrations featuring the op- 
posite sex, says Dr. Hattwick, a 
psychologist himself. It’s directly 
contrary to what many people 
think, he points out. 


ee 


M. S. Hattwick 


s “Why is this so?” he asks. “Let’s 
look at it from a psychological 
viewpoint. 

“You can’t fool many readers of 
advertising. 

“To most people an advertise- 
ment is an advertisement of some- 
thing being sold. 

“Some advertisers use different 
ad makeup—showing the adver- 
tisement in editorial form, in comic 
strip form, or in the picture-cap- 
tion form used by leading picture 
magazines. 

“Actually, such advertisements 
are quickly labeled such by the 
reader. 


a “Thereupon a very rapid psy- 
chological acceptance or rejection 
takes place. 

“Naturally, if a man comes 
across a picture of a pretty girl 
in an ad, he probably glances at it, 
takes in the interesting points, and 
then forgets about her, just as he 
forgot the last pretty girl he saw 
on the street. 

“The ‘pretty girl’ advertisement 
had only momentary attention 
value. 


s “On the other hand, let’s sup- 
pose the picture the man saw was 
that of an unusually handsome 
fellow. 

“First of all, from previous ex- 

perience, this tips him off that 
this ad is most likely on a product 
or subject of interest to men. 
_ “But second (and this is a very 
important reason why men are al- 
Wacted to pictures or men), when 
any man sees a picture of a good- 
looking, handsome fellow, he im- 
mediately projects himseif into 
the handsome tellow’s shoes. 

“He identifies himseif in the 
Same situation. 


a “A basic psychological reason 
why men look at men and women 
look at women is identification. 

“When you get down to bare 
facts, just about all of us are in- 
terested primarily in self. 

“No one is more important than 
you, 

“So when an _ advertisement 
Shows a picture of someone hand- 
Some and important looking, you 
identify yourselt in your mind as 
that person, and you become hand- 
Some and important ooking. 


® “This psychological projection 
naturally occurs for women, too, 
When their attention is drawn to a 
movie star in an advertisement. 
“Women know they can’t ap- 
proach the charm of a Greer Gar- 
son who uses Blank’s Beauty Bath 
Soap for that ‘radiant personality.’ 
“Nonetheless, women like to 
think (but wouldn’t talk about it) 
that they might become just a lit- 
tle like this glamorous creature 


they are looking at. 

“*Here is Greer Garson. And 
there, but for the turn of fate, 
might be I!’ 


ws “Psychological identification is 
therefore a powerful reason why 
men are more interested in ad- 


'|vertisements featuring men, and 


women in advertisements featur- 


> |ing women. 


“It is obvious, of course, that the 
kind of products or services ad- 
vertised have a great deal to do 
with getting reader attention. 

“The picture of an automobile is 
usually not as attractive to women 
as to men. 

“Yet attention to such a product 


can be made most interesting to 
women through the use of the psy- 
chological principle of identifica- 
tion. 


= “Some auto makers show famous 


women driving their cars, in order 
to get Mrs. Average Woman in- 
terested in prodding her husband 
to buy this particular make. 

“Or consider the case of a pro- 
saic product like insulation. 

“Insulation makers show hand- 
some, successful men who have 
used this brand and decided that 
they have made a very smart in- 
vestment. 

“Many a man who hasn’t been 
greatly interested in insulating an 
old house will give attention to 
what an obviously successful man 
has to say on the subject. 

“When the advertiser takes time 
to think about it, it isn’t difficult 
to see why—both logically and 
psychologically—‘men look at men 


and women look at women’ in ad- 
vertising.” 


Names McConnell, Eastman 


McConnell, Eastman & Co., Mon- 
treal, has been appointed to direct 
the advertising of Sherbrooke Ma- 
chineries Ltd., Montreal. Full-page 
insertions in Canadian and U. S. 
trade publications will feature new 
equipment installations. 


Hubbell to ‘American Girl’ 


Harold B. Hubbell Jr., formerly 
with Hillman Women’s Group, has 
been added to the advertising sales 
staff of American Girl, New York. 
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Deering Opens Fabric Drive 

Deering, Milliken & Co., New 
York, has launched a business pa- 

r campaign in the Daily News 

ecord to introduce Milium, de- 
scribed as a “new warmth-increas- 
ing fabric.” Men’s Wear and Wom- 
en’s Wear Daily also will be used. 
No consumer promotion is planned 
until fall. Young & Rubicam han- 
dles the account. 


Artist Names Chicago Agent 

John Andrew, Omaha artist spe- 
cializing in agricultural art, is now 
being represented in the Chicago 
area by Lentine, Stone, Digman 
Studio. 


ONE TO FULL COLOR WITH Phofo Gelatin 


BROADSIDES e CAR CARDS ¢ WINDOW DISPLAYS e POSTERS 


IRVING WOOLF & CO. 


DEARBORN ST 
7 LEAINGTON Avt 


CHICAGO - tae 
LOS ANGELES «+ 


What: happens when a hood goes up 


Put your product where lifted hoods can mean 


It’s not always just a quart of oil that’s sold 
when a car hood is lifted at the service station. 
Eyes that read oil gauges spot the need for new 
spark plugs, fan belts and filters, too. That’s why, 
today, there are volume sales of automotive items 
at what once was merely the corner gas station. 


Wondered how to get your product into the 
best service stations of the nation? It’s done by 
convincing the oil companies and oil jobbers. 
You need the support of the whole organization, 
too, from top official down through headquarters 
and field divisions. You need the confidence of 
sales and merchandising crews which train service 
station personnel and know that successful TBA 
sales records depend upon quality merchandise. 


lifted sales curves for you. Tell your story from 
top to bottom of oil company and oil jobber 
organizations through National Petroleum News 
. . . the oil industry’s marketing magazine! 


Planning to build sales through service stations? 
Write for helpful, new fact-booklet titled “TBA”. 


*VBA 


National Petroleum News. 


is the oil industry's designa- 
tion for tires, batteries and 
accessories now being sold in planned 
programs directed by oil companies and 
oil jobbers, conducted through the na- 
tion's best service stations, promoted by 


National | Petroleum News 
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Advertising Age, May 15, 1950 


SALESMAN—Berns Mfg. Corp., Chicago, 
introduced this carton this spring for 
its whole line of household fans. De- 
signed and produced by Stone Container 
Corp., the corrugated package is printed 
in blue and red on a yellow background. 


Magazines Added 


to Sealtest Drive 


(Picture on Page 1) 

PHILADELPHIA—In an effort to 
strengthen the position of Seal- 
test as the country’s largest-sell- 
ing ice cream, National Dairy 
Products Corp. has expanded its 
advertising budget to include a 
major magazine campaign. This is 
in addition to its current television 
and radio advertising. 

First full-page color insertion 
was on May 13 in The Saturday 
Evening Post. The May 22 issue of 
Life will have the same ad. The 
first ad is a full-color bleed page 
featuring a big appetizing dish of 
vanilla ice cream. 

This campaign will continue 
throughout the year with staggered 
insertions once or twice a month 
in each magazine. The over-all ad- 
vertising campaign, including net- 
work radio and TV spots, is also 
being announced in grocery and 
drug store trade publications as 
the “greatest advertising campaign 
in ice cream history.” 


s Network television support con- 
tinues with sponsorship of “Kukla, 
Fran and Ollie” on NBC stations 
Tuesdays and Thursdays. An exten- 
sive spot radio schedule also is now 
being prepared for chain breaks 
and 60-second spots to promote 
ice cream and other products. 

Part of this expanded program 
includes standardizing ice cream 
packages for all National Dairy 
companies. 

N. W. Ayer & Son, Philadelphia, 
is the agency. 


Sawyer-Ferguson-Walker Adds 
3; Dropped by ‘Sun-Times’ 
Russell E. Baker and John Dowd, 
formerly sales representatives for 
the Chicago Sun-Times, have 
joined Sawyer-Ferguson-Walker 
Co., publishers’ representative. 
Baker will work out of Chicago 
and Dowd out of New York. The 
Sun-Times has announced that 
Sawyer-Ferguson-Walker no 
longer will act as its southern and 
West Coast representative. No suc- 
cessor has been named as yet. 
Thad Hadden, formerly with 
Ralph Harker & Associates, has 
joined S-F-W in Los Angeles. He 
succeeds R. F. Jobson, who has 
been named to establish a Phila- 
delphia office for the company. 


Dickie-Raymond Names Three 
Frederick L. Cooper, formerly 
with H. W. Brinkman, has been 
named production manager in the 
New York office of Dickie-Ray- 
mond Inc., merchandising and 
sales promotion counsel. John C. 
French, formerly ‘with Eddy- 
Rucker-Nickels Co., has joined 
Dickie-Raymond’s creative contact 
staff in Boston. Harlen M. Chap- 
man, on the New York contact 
staff for four years, has 
transferred to the Boston office. 


Marshall Joins Farm Group 
David Marshall, formerly with 
Gardner Advertising Co., New 
York, has been named director 
of public information for the Farm 
Insurance Companies, Columbus. 


‘Retailized National 
Advertising’ Claimed 
by Anderson, Davis 


New York—Anderson, Davis & 
Platte has applied to the U. S. 
Patent Office for registration of 
“Retailized National Advertising” 
as a service mark. 

The agency, according to T. Hart 
Anderson Jr., board chairman, has 
a strong conviction that national 
advertising should be treated, in 
most cases, as a series of retail 
promotions. It is following that 
policy now for certain of its cli- 
ents, he said. 

“For some years,” Mr. Ander- 
son said, “we have been referred 
to as an agency heavy on the mer- 
chandising and sales promotion 
side. It has been our policy to 
give an unusual amount of at- 


- 


tention to the merchandising fea- 
tures of plans prepared for our cli- 
ents and to the follow-through to 
the point of sale, without which 
national advertising loses much of 
its effectiveness. 

“If a manufacturer’s advertising 
can be ‘retailized’ in this sense, it 
can ring the cash register today. 
We realize that a service of this 
kind means doing it the hard way. 
But we are convinced that sales 
managers have the heat on today 
for results, and are willing to al- 
locate, in their advertising bud- 
gets, whatever proportion is rea- 
sonable for this purpose.” 


Plans New Publication 

Ellis Publications Inc., New 
York, will launch a new publi- 
cation, Point-of-Purchase Mer- 
chandising, in September. The new 
publication will be directed to 
i of point of purchase materi- 
als. 


WIR Changes Rates 


WJR, Detroit, has revised its 
rates to correspond more closely 
with audience potentialities. Class 
A and B rates remain the same, 
except that “A” rates formerly in 
effect from 6-11 p.m., are now only 
in effect until 10:30 p.m. Class B 
rates are now in effect from 10:30- 
11 p.m., and 3-6 p.m., Sunday, 
instead of 12 noon to 6 p.m. Sun- 
day. Other class rates and an- 
nouncements have been revised 
upwards, and in some cases ef- 
fective times also have been 
changed. 


IPI Elects Cornell 


W. Frank Cornell has _ been 
named divisional president of In- 
ternational Printing Ink Division 
of Interchemical Corp., New York. 
Mr. Cornell, who has beer divi- 
sional eastern district manager of 
IPI, succeeds the late R. W. Smith. 
Jack Jeuck has been appointed 
divisional executive vice-president. 


, 45 


He also will continue his present 
duties for the western district. 
W. N. Davies, New York branch 
manager, has been made divisional] 
vice-president in charge of the 
eastern district. 


Klein Elected President 


Arthur Klein, account execu- 
tive of Mullican Co., has been 
elected president of the Art and 
Production Group, an affiliate of 
the Louisville Advertising Club. 
Other officers are: Robin Grove, 
vice-president; Michael Mitchell, 
treasurer, and Isabel Lee, secre- 
tary. 


TANS LABELS | 


7ée AMERICAN LABEL CO. 


7435 docth Shel! 


SALT LAKE 
MARKET 


COMPILED AND PUBLISHED BY 


DESERET 


SALT LAKE CITY e 


The Deseret News Second Annual Consumer Analysis. of the 
Greater Salt Lake City Market is just off the press. It contains 
a study of consumer buying habits, brand preferences, mer- 
chandise availability, and other pertinent market data. Copies 
are available upon request. 
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No. 3618. New Survey of the Auto- 
motive Service Market. 

Motor Service offers a new eight- 
page market and media booklet en- 
titled, “1949 Service Job Analysis.” 
Service job volume in car dealers’ 
and independent repair shops dur- 
ing 1946-49 is shown. 


No. 3619. Farm Market for Auto- 
motive Equipment and Petro- 
leum Products. 

Six reports on the national ag- 
ricultural market for automotive 
equipment and petroleum products 
are offered by Capper’s Farmer. 
Titles are: “Farm Consumption of 
Motor Oil,” “Farm Consumption of 
Gasoline,” “Farm Consumption of 
Liquid Petroleum Fuels,” “Motor 
Fuel Consumed by Farm Tractors,” 
“Farm Automotive Units,” “Farm 
Automobile and Truck Mileage.” 


No. 3620. Relative Readership of 
Pages, Sections. 

This study, a page by page anal- 
ysis of the readership of its Janu- 
ary 21 issue, is offered by The 
Standard, of Montreal. Entitled “A 
Study of the Readership of The 
Standard,” it is a guide to deter- 
mining the relative readership of 
news, picture, business, women’s, 
magazine, sports and comic pages 
among both men and women 
readers. The comparative reader- 
ship of the photo-news, magazine, 
comic and novel sections is also 
demonstrated. 


No. 3621. New Catalog Shows Na- 

tional Advertisers’ Mat Services. 

“Merchants’ Mat Catalog” is a 
reference to mats of all sizes being 
made available to dealers by na- 
tional advertisers through local 
newspapers. Offered by Merchants 
Matrix Cut Syndicate, the catalog 


Note: Inquiries for items listed above 


contains dealer helps and dealer 
co-op material. Series of ad mats 
by such firms as W. A. Sheaffer 
Pen Co., Kraft Foods Co., Quaker 
Oats Co., and Revere Camera Co. 
are included. 


No. 3614. Study of Southern Rural 
Families. 

Farm and Ranch—Southern Ag- 
riculturist offers this study, “1,390,- 
000 Southern Rural Families,” as a 
survey in depth of what these fam- 
ilies own and intend to buy. An 
analysis of income, ages, and ed- 
ucation and a per county circula- 
tion breakdown are also given. 


No. 3623. Ilustrating Techniques 
Possible with Woodcuts. 


A new folder entitled “Santones” 
describes illustrating techniques 
that are possible with woodcuts 
and shows their versatility in re- 
taining fine data and texture. How 
the same “Santone,” which is the 
manufacturer’s trade name for this 
woodcut, can be used for nearly 
all printing purposes regardless of 
paper used, how to prepare copy, 
how to make changes, and how to 
save on photo and retouching costs 
are also explained. The folder is 
offered by the Sanders Engraving 
Co. Inc., Chicago. 


No. 3624. Power and Fuel for Ma- 
jor Appliances. 

Capper’s Weekly offers a new 
research study of its subscribers 
showing types of power and fuel 
used for refrigerators, water heat- 
ers, furnaces and other major ap- 
pliances; homes using gas and/or 
electricity; types of gas used; and 
combinations of power or fuel 
used. The report is entitled “Power 
and Fuel for Appliances and Heat- 


ing.” 


will not be serviced beyond June 26. 


USE COUPON TO OBTAIN INFORMATION 


| 
| Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted) 


HELP WANTED ae 
~ ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 

209 S. State St. Harrison 17-2063 Chicago 
ACCOUNT EXECUTIVE: Phila. area. Yes, 
we have growing pains and need a good 
man who can get new business. Best deal 
ever. 
Box 3079, ADVERTISING AGE 
2uv E. Ulinois St., Chicago 11, IL. 
re SPACE SALESMAN 

Weekly business magazine, established 
more than half a century, covering key 
industry has opening for experienced, 
aggressive space salesman. Send complete 
details including remuneration expected to 

x 3124, ADVERTISING AGE 

ll E. 47th St., New York 17, N. Y. 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 


PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


Man, 26-30, for circulation, subscription 
administrative position with national pro- 
fessional publication in Chicago. College 
education and knowledge of I. B. M. in- 
stallation and adaptation highly desirable. 
Excellent opportunity for advancement. 
Give full particulars. Address reply to: 

Box 3142, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING ART DIRECTOR 
If you are up-to-the-minute, alert—pro- 
gressive—familiar with every type of me- 
dium-capable of taking full charge of 
Force—long established Art Service has 
interesting proposition. Write qualifi- 
cations. 

Box 3148, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y 


ADVERTISING MANAGER 
Chicago distributor of photographic sup- 
plies requires man able to plan and pro- 
duce catalogs, house organ and direct 
mail pieces. Must have at least amateur 
knowledge of photography. Salary and 
bonus. Your reply treated confidentially. 

Box 3151, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Wanted— 


Photo-engraving salesman with exact- 
ang out-of-town agency and commercial 
contacts. We are serving large national 
advertising agencies in our Chicago plant. 
Our firm is well established and has 
the latest modern equipment, doing only 
the finest black and white and color pro- 
cess plates (shooting indirect on koda- 
chrome, other transparencies, carbro 
prints, etc.) 


At present we have no out-of-town 
representation. Here is a real opportun- 
ity for a man with accounts and connec- 
tions. 


Please write full details. 


Box 3155, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 

For Highly rated Chicago Advertising A- 
gency. Must be experienced and a good 
closer. Salary for handling present agen- 
cy account, plus commission on your own 
billing. Partnership arrangement for right 
man. Write in detail. Address: 

Box 3156, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
?#HOTO ENGRAVING REPRESENTATIVE 
Nationally established photo engraving 
plant in Chicago wants a top-notch sales- 
man, Will turn over established accounts 
to right man. All replies will be held 


WHATCHA GOT? 
Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 


portant job? Then tell the advertising |- 


world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 


TITLE in strict confidence. 
NAME u Box 3158, ADVERTISING AGE 
COMPANY 200 E. Illinois St., Chicago 11, Il. 

2 Ace Copywriters—Agency Experience 
ADDRESS 1. Cons. food, appliance exp 


2. Major home appli; Indust. e 
Adv. Mgr.—Retail Fashion Exp., News; 
Fash. show; Radio, TV exp. J 
2 Pub. Relations—Food, edit, exp..... 
3 Tr. Ppr. Writers—Trade exp........ 

Ask for Elinor Kent 
TRIANGLE EMPLOYMENT AGENCY 
Room 412, 202 S. State St. Har 7-6520 


MISCELLANEOUS __ 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John John Andrews 1504 Dodge, Omaha, Nebr. 


~~ BLACK LIGHT SPECIALIST 
Creates art work for posters, murals & 


illustrations. Full information on _ re- 
quest. Jo Engle, 3638 N. Kimball Ave., 
Chicago 18, Illinois KE 9-3378 


Beautiful Matched Pair Pipe Sets, made 
from finest Imported Briar, in handsome 
presentation cases. Regular $15.00. Sac- 
pag $4.00 per set. Excellent business 
t to: Abbott “Pipes, 62 East 


Remi 
Stn St., New York, New York 


ond 


inches displey 


ever 5 


space opply on 


POSITIONS WANTED 
YOUNG AGENCY COPYWRITER 
now making $4000 per year in national ad- 
vertising agency, hasn’t enough work to 
keep her happy! Desires position with 
Chicago agency, advertiser, or radio-TV 
station. College graduate, 3% years re- 
tail advertising experience with topnotch 
department store. Hard-selling copy. Good 
‘idea’ gal. Specializes in home furnish- 
ings. Experience with promotion-planning. 
production, rough layout, direct mail, 
radio. Good appearance. Age 25, single. 
Box 3141, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
EDITOR-WRITER 
Now employed in public relations depart- 
ment of leading manufacturer; 2 years 
free-lance for national magazines; 4 years 
editor of technical books; 2 years trade 
paper editor. B.S. & M.B.A. Age 37. 
Box 3143, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
Several years experience in Dispatch De- 
partment management and advertising 
makeup in Chicago. Standard size and 
Tabloid. Salary commensurate with re- 
sponsibilities expected. 
Box 3144, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
COPYWRITER: Self-starter. Agency & 
retail exp. Working knowledge prod. and 
layout. 28, married 
Box 3145, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Exper. Home Economics writer desires 
work on free lance basis. Specialist in 
meat. 
Box 3147, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
I BOUGHT THIS SPACE 
—and I can buy space for you too. Young, 
single, some college, and three years of 
print media experience with two top NY 
Agencies. 
Box 3152, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


EXECUTIVE 
TYPE 
SALESMEN 


WANTED 


to place local franchises 


Perfect Home Magazine. 
Opportunity qualified ap- 
plicants age 40 or more to 
establish own business on 
liberal commission basis. 
Several openings, all re- 
quiring constant travel. 
Please give experience, 
qualifications and charac- 


ter references first letter. 


STAMATS PUBLISHING 
COMPANY 


Cedar Rapids, lowa 


Advertising Age, May 15, 199g" 


TOP FLIGHT 


POSITIONS WANTED 
: TV PRODUCER 


Thoroughly experienced TV, radio Pro- 
ducer, director and writer. Wrote, pro. 
duced, directed over 200 television, radio 
programs of all types, on all major Ty, 
radio networks, leading independents. 
rresently manager TV, radio incl 
time buying, talent negotiation. Familiar 
all phases radio, TV advertising, weil. 
rounded executive experience adver 
public relations, publicity. Knows big bug. 
sness. Present employer knows of ad. Write 
Box 3149, ADVERTISING AGE 
1l E. 47th St., New York 17, N. Y, 
ACCOUNT EXECUTIVE OR ~~ 
SALES OR ADVERTISING MANAGER 
Presently employed as no. 2 man in 
Marketing Dept. of large nationally-known 
mfr. selling $60 million auto and indus. 
trial products through dist., equip. mifrs 
Assist in coordinating sales, advtg., merch, 
programs for different sales depts.; mkt 
research; sales planning, analysis, train. 
ing; budgets. Want action, chance for 
initiative, more responsibility, with advtg, 
agency as acct. exec., or with progressive 
mfr, as exec. asst., or as sales or advig, 
mgr, depending on size company. Prefer 
NYC but will relocate, Start $12,000, 
Age #4. 


Box 3150, ADVERTISING acs 
11 E, 47th St., New York 17, N. 


MARKET RESEARCH—Young man, “age 
30, with several years excellent researca 
packground. Well grounded and exper- 
senced in all phases of research. Chicago 
area only. 

Box 3154, ADVERTISING AGE 

2u0 E. Lllinois St., Chicago ll, lll. 


A-1 Production man, age 35, currently 
employed, 6 years mail order, 10 years 
agency experience desires change. Would 
like well-organized agency in Chicago or 
500 mile radius. 

Box 3157, ADVERTISING AGE 

200 E. lllinois § St., _ Cnicago } li, | mh 


REPRESENTATIV ES WANTED 


Mag. Representative 

Wanted Representative for West Coast 
Catholic monthly. Cir. 5v,000. Opportun- 
ity for small established rep. who under- 
stands the Catholic field. Reply George 
I. Lynn, 681 Market St., San Francisco 


~ REPRESENT TATIVES ; AVAILABLE 


MEDIA REPRESENTATIVE AVAILABLE 

At present, established with contacts 
in the central states. 

Depending on your requirements; adjus- 
tments can be made for larger, smaller, 
or perhaps national space selling cover- 
age from another location. 

Also, “ and WIFE SALES 
TEAM” could be provided for a branch 
office. Such a situation will be exception- 
ally effective-—Consumer or Specialized 
Magazine—Trade Journal of Authority 
Newspaper— 

Prefer an affiliation, permanent in na- 
ture, with a substantial corporation, in- 
stead of a list of publishers. 

Willing to apply aggressive sales ef- 
forts; or else assume conservative mana- 
gerial responsibilities. 

These arrangements create an unusually 
profitable opportunity for a progressive 
and ethical publisher. lf you require a- 
sert space seiling, consistent follow-up, 
and productive sales attention, address 

Box 3153, ADVERTISING AGE 
200 E. illinois” St., , Cnicago ll, - = 


BUSLNESS OrrUunfUNi Tiss 
Midwest daily above $10,000 monthly 
gross; central location; half-century back- 
ground; never ottered for sale; from 
owner who has otner interest; identity 
yourself, evidence financial capacity; 
quick, clean deal desired, write 

Box 3146, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Are YOU this 
SEASONED COPYWRITER? 


We're looking for a seasoned, versatile 
copywriter to fill an im) t spot in 
this ex) east coast agency's copy 
department. 
if you are this man, you're at least in 
your late tweaties, preterably in your 
thirties, can and will deliver pay-off copy 
under pressure. 
xour general copy experience lists a 
variety of categories — may include f 
finance, industrial — must inciude a suc- 
cessitul stint at mail order copywriting. 
xour samples should demonstrate that 
your mail order copy has opened sales 
opportunities by puiung coupons and in- 
quiries from space advertisements as well 
as clinched saies witn successful follow-up 
“ia. sal hi be- 
ting ary ranges somewhere 
tween $450 and $550 per month, depend- 
ing upon your experience. Extras include 
liberal bonus and pension plans. Excelient 
working conditions with young, vigorous 
staff. Your answer should tell us what we 
want to know above, the accounts you "ve 
written for and where you've written 
them, your personal history and refer- 
ences. Your reply is confidential. 
Box 7611, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


TOP FLIGHT 
PRODUCTION SUPERVISOR 
TV COMMERCIALS | 


With commercial photography back- 
ground, available June Ist, seeks TOP 
Agency connection to supervise direc- 
tion and production of TV commercials. 
At present and for the past 2 years 
doing same type of work for biggest 
TV clients. Valuable to assist account 
executive with TV clients. 
Box 7612, ADVERTISING AGE 


11 E. 47th St., New York 17, N. Y. 


Adv 
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Advertising Age, May 15, 1950 


National Dairy and 
Subsidiaries Sued 
by 16 Independents 


New YorK—Sixteen local in- 
dependent milk distributors filed 
suit last week in federal court 
here for $3,501,022 triple damages 
against the National Dairy Prod- 
ucts Corp. and 12 of its subsidi- 
aries, including Sheffield Farms 
Co., in a civil anti-trust action 
which charges price cutting for 
the purpose of eliminating com- 
petition and monopolizing or at- 
tempting to monopolize the market. 

The suit charges that National 
and its subsidiaries are attempt- 
ing to drive the independents out 
of business and to monopolize the 
New York metropolitan market 
by setting “unreasonably low 
prices.” 

According to the complaint, Na- 
tional, through its _ subsidiaries, 
Sheffield and Muller Dairies Inc., 
distributes 20% of all fluid milk 
sold in the metropolitan area. 
Plaintiffs allege that National, 
through monopolistic practices, has 
achieved “either the elimination 
or substantial weakening of com- 
petitors” in Detroit, Minneapolis 
and Buffalo, and that similar prac- 
tices are operating in the New 
York area. 


s Officials at National Dairy Prod- 
ucts Co. declined to discuss the 
case, and AA was told that the 
complaint wold be answered 
where it was made, in a court of 
law. 

Included in the suit, in addition 
to National, Sheffield and Muller, 
are: Consolidated Dairy Products 
Co.; Breakstone Bros.; Kraft 
Foods Co.; Supplee-Wills-Jones 
Milk Co.; General Ice Cream Corp.; 
Sealtest Inc.; Breyer Ice Cream 
Co.; Castles Ice Cream Co.; and 
Hydrox Ice Cream Co. 

The complaint declares that 
Kraft sells 75% of all American- 
type cheese in this area, Break- 
stone 50% of all sour cream, and 
Hydrox, Breyer, Consolidated and 
other National subsidiaries sell 
35% to 40% of all ice cream. 

“By their size, their wealth and 
their power,” the complaint char- 
ges, “National and its subsidiaries 
exert so great an influence upon the 
entire dairy trade in the sale.and 
distribution of fluid milk and milk 
products in the New York metro- 
politan area and throughout the 
United States that they collectively 
have the power to dominate the 
dairy market.” 

National’s consolidated net sales, 
the complaint says, have risen from 
$300,000,000 in 1929 to $900,000,- 
000 in 1949. 

The plaintiff companies are: 

Cooperdale Dairy Co.; Eastern Farm 
Products Inc.; Elmhurst ~-eam Co.; Fern- 
dale Farms; Freeman’s Dairy Inc.; Gim- 
pel Farms Inc.; Grandview Dairy Inc.; 
Glendale Farm Products Inc.; Hegeman 
Farms Corp.; Hamilton Milk & Cream 
Co.; Cato Milk Co.; Queens Farms Dairy 
Inc.; Vernonville Farms Inc.; Silver- 
crest Farms Inc.; Trieagle Dairies Inc.; 
and Trinity Dairy Co. 


Kratt Answers McDowell 
on Pasteurized Process Cheese 


Kraft Foods Co., Chicago, has 
denied that its advertising of pas- 
teurized process cheese in the April 
15 Saturday Evening Post was 
in any way misleading. The charge 


CLIPPINGS 


News items, advertisements from 
U.S. newspapers and magazines. 
BURRELLE’S PRESS CLIPPING BUREAU 


Telephone: 165 Church St., 
BA 7-5371 New York 7 


was made in a letter to the com- 
pany from D. N. McDowell, direc- 
tor of the Wisconsin State Depart- 
ment of Agriculture. Kraft said 
that its advertisement “clearly 
stated in the body of the adver- 
tisement that the slices are ‘golden 
process cheese cut into perfect 
slices right after it comes from the 
pasteurizers,’” and that the labels 
of the six packages illustrated 
clearly state that the product is 
pasteurized process cheese. 


Taunton Joins Montgomery 

Calvin P. Taunton, formerly in 
the production department of War- 
wick & Legler, New York, has 
joined Richard G. Montgomery 
Associates, Portland, Ore. He will 
be assistant to Victor S. Collin, 
production manager, who has add- 
ed duties in the new business de- 
partment. 


Roma Wines Goes to FC&B 


Foote, Cone & Belding, San 
Francisco, has been named by 
Schenley Industries’ subsidiary, C. 
V. A. Corp., San Francisco, to han- 
dle all the trade and consumer ad- 
vertising for Roma wines, effective 
July 1. Biow Co. now handles Ro- 
ma, C. V. A. earlier this spring 
shifted its Roma wine account from 
McCann-Erickson to J. J. Weimer 
Advertising Agency, which also 
handles C. V. A.’s La Boheme wine 
advertising. 


Indianapolis Papers Name 3 


Fred Howenstine, who has been 
acting promotion manager of the 
Indianapolis Star and News since 
the death of Miles Tiernan in 
January, has been named promo- 
tion manager of the two papers. 
Edward J. Fisher, head of the re- 


search department 
papers, has been appointed assis- 
tant promotion manager. Jean 
Gary has been named to the newly 
created position of public service 
director and is in charge of the 
public service center. 


Langstatte Appoints Hill 

J. R. Langstaffe has appointed 
E. G. Hill as director of sales 
of the Langstaffe interests, in- 


of the two! 


47 


cluding International Resistance 
Co., Toronto, Copper Wire Prod- 
ucts Ltd., Guelph, Ont., and Elec- 
tronic Recorder Ltd., Toronto. Mr. 
Hill was formerly sales manager 
of the Dayton Rubber Co. (Can- 
ada) Ltd., Toronto. 


WDTYV. Pittsburgh, Moves 


WDTV, Pittsburgh, has moved 
from the Clark Bldg. to the Cham- 
ber of Commerce Bldg. 


8x10 genuine glossy photos 


EASY CHART —Stxe 8x10 
—wo |" 


in quantities 


€ in 500 ond 750 quontities 
(1000 end over .06¢) 


FOR ALL PURPOSES 


clear, crisp! Prompt Delivery’ 


6/2 


Sharp 


PHOTO- 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


PITTSBURGH—A BETTER MARKET TO THE TUNE OF A BILLION 


Zip! The Pittsburgh Civic Light Opera plans a new 
outdoor theater with a roof that closes in 24% minutes to 
keep out the rain. A theater, hotel, restaurant and shops 
will make the new Greater Pittsburgh Airport a self- 
supporting recreation center. Dozens of Pittsburgh sub- 
urbs and scores of industries will cooperate with the 
City in using a vast, multi-million-dollar sewage disposal 
plant to restore the natural cleanliness of the region’s rivers. 


Radical plans! Dynamic, progressive concepts that are 
bound to expand your market potential in Pittsburgh! 
And loaded with even more opportunity for you is 
Pittsburgh’s far-sighted industrial program. When it is 
completed, far more than a billion dollars will have been 
invested in expansion, modernization and construction of 
plant facilities to stabilize Pittsburgh’s industrial econo- 
my, job opportunities and income. 


Rain or shine the show will go on in the Civic Light Opera outdoor theater to be built in 
Pittsburgh. The plastic and fabric umbrella-type roof can be closed in 2'%2 minutes. 


In addition to being No. 1 in Pittsburgh—in total adver- 


tising linage, circulation, classified, etc.— 


The Pittsburgh 


Press ranks among the nation’s leading newspapers, too. 
For example, only one paper in the nation carries 
more rotogravure advertising than the Press. And only 
two—both in New York—carry more Farm and Garden 
linage. In short, The Press has earned and deserves your - 
consideration, no matter what kind of advertising schedule 


you are planning. 


Your Press Representative will be happy to work with 
you in your studies of the Pittsburgh Market. Give him 


Rep d by the G I 
Advertising Department 
Scripps-Howard Newspapers, 
230 Park Avenue, New York 
City. Offices in Chicago, 
Cincinnati, Detroit, Fort 
Worth, Philadelphia, San 
Francisco. 


elt 


rr ats OwARD | 


seen * 


a call. Every Scripps-Howard Representative is a Press 


Representative. 


PRESS (evening) 

PRESS (Sunday) 
Sun-Telegraph (evening) 
Sun-Telegraph (Sunday) 
Post-Gazette (morning) 


TOTAL ADVERTISING LINES 
published in first quarter of 1950 


4,407,063 
1,896,876 
2,923,787 
1,614,012 
2,355,144 


st The Pittsburgh Press 


Not 


—in City and Trade Zone Circulation—in Classified Advertising—in Retail 
Advertising —in General Advertising—in Total Advertising 
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s PHOTOGRAPHIC 
REVIEW 


FAREWELL PARTY—William B. Ryan (left), recently appointed general manager of 
National Association of Broadcasters, bids farewell to California, as three visiting 
Easterners welcome him during a luncheon tendered in his honor by the Southern 
California Broadcasters Association. Greeters are Carl Haverlin, president, Broad- 
cast Music Inc.; George Moskovics, television sales manager, CBS; and Andrew 
Haley, Washington radio attorney. Mr. Ryan was general manager of KFI and 
KFI-TV, Los Angeles, and an SCBA director before taking his new post. 


Me ge 


Trademark of fine travel 


United Ait Limes’ leaderstily im the planes thomaelyo 
DCA Mainliner 8s epacions twideck Mainlirer Ws uho raiser 
the rent of the Mateliner feet. Marhenir ally: ft, hasusteanly 
manned by cosyptent airmen, they By the Mate Line Nivea 
nite this thnks the Cet Midwest, all the Pecitic Cov and Howah 


ee 


vile unprewnest hy United's “Service in the Mainliner Massce 
it, fried ticker agents aud stewardersem attend your erry need. 
Areinert chedy utter a camino that wo athes airline mateten, 
” yen are the resale of | mited’s braderebiy in pees jomm! 
pb tbat Nee ch trose earn snd new aperations techmques 
greats improved of tune pectormanme 
And yet United Maintines travel often «tty bem than standard (ot clase 
4 with tower berth. im vale, tem, Dnited bende the way! 
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LEADS SERIES—First full-page ad in United Air Lines’ new campaign appeared in 
the May 13 issue of The Saturday Evening Post, and is scheduled for Time, May 22, 
and Newsweek, May 29. Other ads in the series will follow in the same magazines 
on a once-a-month basis for the remainder of 1950. N. W. Ayer & Son is the agency. 


BUSINESS PUBLISHERS MEET—At Associated Business Publications’ annual meeting in Chicago most of the 
activities were broken up into clinics for editors, circulation men, advertising men, etc. However, the groups 
combined for general lunches. The head table at one luncheon, shown here, includes (I to r): Dwight Monaco, 
director of manufacturing, McGraw-Hill; William Hunter, circulation director, Haire Publishing Co.; E. S. 
Klappenbach, Oil & Gas Journal; G. D. Crain Jr., president, Advertising Publications Inc.; W. K. Beard Jr., ABP 
president; Maynard Reuter, Billboard Publishing Co.; James G. Lyne, president, Simmons-Boardman Publishing 


GETS AD PREVIEW—C. H. Percy, presi- 
dent of Bell & Howell Co., Lincolnwood, 
Ill. (right), gave J. Arthur Rank, British 
film impresario, a preview of the com- 
pany’s special ad campaign, scheduled 
to break late this month, during Mr. 
Rank’s recent visit at the B&H factory. 


ADAPTABLE—Victor Adding Machine Co.'s 
dealer display for the new Victor Cham- 
pion line may be converted for use with 
other models of Victor machines by sub- 
stituting special copy circles for the 


Champion figures. The display, made 
of heavy cardboard and printed in four 


aie 


Advertising Age, May 15, 19605 


4 ee | 
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FOR TIRED ADMEN—This summer the Advertising Club of New York wil! offer tired 

admen extra facilities for relaxation aboard the S. S. Siesta, the club’s new marine 

roof garden. A secret project called operation “Pier 23 Topside’ for several months, 

the plan was proposed by Charles Carmody of Outdoor Advertising Inc. The roof was 
opened officially after christening ceremonies May 8. 


EZ 


SEASONAL—This is the May 24-sheet poster in the six-month campaign scheduled 
by Grapette Co., Camden, Ark. The design is carried through in point of purchase 


colors, is packed with both circles and 
figures. 


oh kl 


FOR MERIT—The Advertising and Sales Club of Seattle pre- 
sented six awards in the radio division of its third annual com- 
petition for meritorious advertising presentations during the 
past year. Receiving them, here, are (left to right) Tom Herbert, 
Seattle Chamber of Commerce, first award for “Seattle Story,” 
heard on KOMO; Eleanor Bell, Seattle Post-intelligencer, special 
honorable mention in public service for “Quizdown”; Jim 
Miller, Western Agency Inc., who received a duplicate of the 
award to Sick’s Seattle Brewing & Malting Co. for the best 
transcribed announcement (for Ranier beer); Bill Hubbach, 


clinic idea at an annual meeting. 


and media advertising. The campaign was prepared by Bryan & Bryan Advertising, 
Sh 


reveport, La. 


KOMO, chairman of the radio division for the contest; Thomas 
H. Sheehan, Seattle Adclub president, who accepted the Sick’s 
Brewing award; Lucille Fuller, Taskett Agency, who accepted 
the award for “Scandia Barn Dance,” sponsored by six partici 
pating accounts; H. O. Stone, Pacific National Advertising 
Agency, who accepted the award for the best live-copy announce 
ment for a program of the Washington State Fruit Commission; 
and George Dean, KOMO, for the best transcribed public ser 
vice announcements for the station’s ‘Sell Optimism’ campaign, 
in which local dealers told of their business outlook. 


Co. and chairman of the ABP board; Paul Clissold, president, Clissold Publishing Co. and chairman of the 
conference; Edgar W. B. Fairchild, treasurer, Fairchild Publishing Co.; Floyd Chalmers, executive vice-president, 
Maclean-Hunter Publishing Co.; C. E. Price, manager, Keeney Publishing Co.; N. O. Wynkoop, vice-president 
and comptroller, McGraw-Hill; S. R. Bernstein, editor, Advertising Age; Robert E. Kenyon Jr., advertising sales 
manager, Printers’ Ink. More than 300 attended the three-day conference, first to try out the working 
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TO GET THEM 


ON YOUR SIDE 


HERE ARE RESULTS SURVEY OF AMERICAN LEADERS IN ALL 
FIELDS..+«RANDOM SELECTION OF NAMES TAKEN FROM “WHO,S 
WHO IN AMERICA.” 


QUESTION-- 

"WHAT ARE YOUR FIRST-AND SECOND=CHOICE MAGAZINES/" 
TIME RECEIVED MORE THAN TWICE AS MANY “FIRST-CHOICE”® 
MENTIONS AS NEXT MAGAZINE. 


QUESTION -~ 
“WHAT DO YOU CONSIDER MOST IMPORTANT MAGAZINE 
PUBLISHED IN U. S. TODAY/* 

TIME RECEIVED MORE MENTIONS THAN ANY OTHER MAGAZINE. 


MORE COMING/ 


HAVE RESULTS OF MORE THAN 120 SURVEYS AMONG GROUPS OF BEST 


PROSPECTS AND BEST CUSTOMERS FOR BOTH CONSUMER AND 
INDUSTRIAL PRODUCTS. IN NEARLY EVERY CASE RESULTS ARE 
THE SAME. 


\ 


// TIME IS THEIR FIRST-CHOICE MAGAZINE// 


GROUPS SURVEYED INCLUDED... 
BEST RETAIL CUSTOMERS, BIRMINGHAM, MICH. 
EXECUTIVES/DIRECTORS LISTED IN POOR,S REGISTER 
BEST FOOD STORE CUSTOMERS, BALTIMORE, MD. 
HEADMASTERS/PRIVATE SCHOOLS AND JUNIO® COLLEGES 
BETTER DRUG STORE CUSTOMERS, BOSTON, MASS. 
LEADING FOOD WHOLESALERS 
CUSTOMERS/PROSPECTS OF BEMIS BROS. BAG CO. 

BEST DEPARTMENT STORE CUSTOMERS, ROCHESTER 
AND 116 OTHER SURVEYS. 


THOMAS E. RYAN, TIME RESEARCH, 
9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


TIME 


SEE ie a en oe eee 


ASK FOR TIME-TABLE SHOWING ALL OF THEM. 


gee 3 


PEOPLE IN ''WHO'S WHO IN AMERICA'' 


whose opinions get to be the 


¥ 


opinions of others. | 


te 


BEST CUSTOMERS AND BEST PROSPECTS 


FOR PRACTICALLY EVERYTHING . . . people 


who in a week do more planning and 
discussing and managing——more 
buying and consuming and 
recommending——than most 


people do in a month. 


To get them on your 
side, reach them 

in their own first- 
choice magazine— 


NC TIME 


The Weekly Newsmagazine 
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Two Appoint Poyntz Agency 


H. Woolnough Inc., Montréal, 
manufacturer of men’s jewelry. 
has named the Montreal office of 
Alford R. Poyntz Advertising to 
handle its advertising. Four-color 
ads in national magazines and copy 
in trade publications will be used. 
Menzie & Co., Toronto, wholesaler 
of stationery and toys, has ap- 
pointed the agency’s Toronto of- 
fice to direct its consumer adver- 
tising. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door peing —- boone known 
as DIRECT SELLING —is building 
iant volume quickly for many manu- 
ers. It may be your answer to 
dwindling volume, vanishing profits, 
soarin and cut-throat competi- 
tion. Direct mang Se fully explained 
in fascinating booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-14, 28 E. Jackson BI., Chicago4, Il. 


Gold Seal Ready 
to Promote New 
‘Snowy’ Bleach 


Glass Wax Head Tells 
Wisconsin Ad Managers 
of Newest Ad Test 


MILWAUKEE—Gold Seal Co., 
which created a sensation with 
Glass Wax and has lately done 
somewhere near as well with Wood 
Cream, a floor wax, is off again. 

Within 30 days, Snowy, a dry 
powder bleach, will start down the 
promotional trail when Gold Seal 
breaks “dominating doubles’—the 
bottom halves of two facing pages 
—in all Chicago dailies for the 
product. The product itself has 
been on the market for three years, 


with extremely modest local suc- 
cess, and Gold Seal Co. has just 
purchased it. 

The newest plans of the sensa- 
tionally successful Gold Seal Co. 
were revealed to the Advertising 
Managers Association of Wiscon- 
sin Daily Newspapers here Sunday 
evening by Harold Schafer, presi- 
dent of Gold Seal, who unwrapped 
his business and merchandising 
philosophy for the newspaper men. 


s In addition to the facing half- 
page ads, Gold Seal will use small- 
er, column space featuring upside- 
down illustrations of women’s 
heads with the theme, “Turning 
bleaching habits upside down.” 

The product has a suggested 
price of 49¢ for a 20-oz. package. 
Sampling and store detailing is 
now under way in Chicago, han- 
dled by Reuben H. Donnelley Corp. 
and Gold Seal crews. 

Originally, Mr. Schafer ex- 
plained, he tried to buy diagona! 
half pages to introduce Snowy, but 
the newspapers wouldn’t go along 
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identification, are sheer 


dealer signs. 


" SIGN COMPANY 


| 
| 
| 
| 
Division of Artkraft* Manufacturing Corp. 
| 
| 
| 
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gy SURREY E ETRE eee Oe ey ee ere ie | 
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| QUALITY PRODUCTS FOR OVER A QUARTER CENTURY | 
! *Trademark Reg. U. S. Pat. Off. 1 


>» Creating the desire to purchase is not enough. Na- 


tional advertising and distribution, without dealer 


most efficient point-of-purchase advertising—to tell 
the public where your product can be purchased, 


are necessary in completing the sales chain. 


Many sales are lost because people do not know 
where to buy certain nationally advertised products 


and so get into competitors’ stores. 


Be sure that your program includes Artkraft* 


1133 E. Kibby St. 
Please send, without obligation, details on Artkraft* signs. 


( ) We are interested in a quantity of outdoor neon dealer signs. 
( ) We are“interested in a quantity of Porcel-M-Bos'd store front signs. 
() Please send instructions on how to set up a successful dealer sign Program. 


waste. Dealer signs—your 


Lima, Ohio 


SWITCHMAN—J. M. Prickett (center), vice-president of the Kansas City Southern 
Lines, lights the new 87x25’ spectacular adjacent to the Union Station in Kansas 
City. The sign is thought to be the largest in the country using black light. Left 


to right are Cecil Taylor, ad manager of the road; lL. O. 


Frith, assistant to the 


president; Mr. Prickett; E. A. Warner, R. J. Potts-Calkins & Holden, the agency; and 
Rudy Bavers, manager of General Outdoor Advertising Co., Kansas City. 


Successful advertising is drama- 
tic advertising, Mr. Schafer told 
the group, laying down this fun- 
damental rule for good advertis- 
ing: 

“If you are to be successful with 
your advertising, you must break 
your readers’ normal reading hab- 
its.” 


s “There is nothing wrong with 
habits,” the dynamic president of 
Gold Seal said. “We all have them 
—we have habits of visiting 
friends, habits of getting to and 
from the office, habits of reading 


it newspaper in a certain way. 


“For success in advertising, 
you’ve got to break a reader’s nor- 
mal reading habits, and then sell 
him.” 

As an example of this philos- 
ophy, Mr. Schafer told how, on a 
trip to Hutchinson, Kan., in 1944 
to sell a carload of Glass Wax to 
a local distributor, he found the 
distributor exhorting his salesmen 
on the need for getting rid of a 
carload of canvas gloves which the 
distributor had bought in a weak 
moment and couldn’t sell. 


@ Knowing he couldn’t sell his 
Glass Wax until the distributor 
stopped thinking about the canvas 
glove problem, Mr. Schafer finally 
suggested that each of the 20 sales- 


men wear a pair of gloves all the 
time—while eating, making calls, 
everywhere. “If that doesn’t sell 
your carload,” he told the distribu- 
tor, “I’ll buy them myself.” 

Only one of the 20 distributor's 
salesmen took the advice seriously, 
Mr. Schafer reported. And _ hap- 
pily, he sold the whole carload of 
gloves in two days. He had, Mr, 
Schafer explained, done something 
which broke normal buying habits, 

But having once discovered a 
way to break normal reading hab- 
its, one can’t assume that he has an 
advertising formula that works for 
everything, he said. 


= The full-page editorial tech- 
nique did a terrific job for Glass 
Wax, he said, but when the same 
pattern was followed for the com- 
pany’s Wood Cream, it didn’ 
work. “People thought we were 
advertising Glass Wax,” he said, 
“and they had already bought their 
Glass Wax, so they didn’t bother 
reading the ads. 

“So we turned to small space 
with local testimonials, showing 
local housewives using and lik- 
ing Wood Cream, and it worked 
much better.” 

Lest any of his listeners should 
get the idea that Wood Cream was 
not a success, Mr. Schafer assured 
them that “where we have distri- 
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Who else understands or is 


better equipped to solve your reproduction problems? oo 
Twenty versatile artists create that touch of genius your 


advertising requires. Artwork in 


crayon, brush, pen, water color or oil. = 
PONTIAC’S Six Unified Services under one roof and - 
management mean one contact—one responsibility. 
Try PONTIAC SERVICE—the perfect coordinator of 
your advertising problems. You'll be more than satisfied 


with the results! 
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ARTISTS © PHOTOGRAPHERS © COLOR PROCESS 
PHOTOENGRAVERS © TYPOGRAPHERS © ELECTROTYPERS 


PONTIAC ENGRAVING & ELECTROTYPE CO. 


812 W. VAN BUREN STREET © CHICAGO 7, ILLINOIS 
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bution, Wood Cream is now the 
largest selling floor wax.” 


s At the opening luncheon session 
of the conference Sunday, Ken 
Stitzer, sales and advertising direc- 
tor of the Milwaukee division of 
A&P, reviewed the A&P anti-trust 
legislation at great length, and 
reported that the company’s ad- 
yertising has been remarkably ef- 
fective in informing the public of 
the issues and in winning support 
for A&P’s position. 

Other speakers on Sunday in- 
cluded Dr. Charles L. Allen, Medill 
School of Journalism, Northwest- 
ern University; Samuel Young- 
heart, Warwick & Legler; Wade 
Boardman, legal counsel, Wiscon- 
sin Daily Newspaper League; and 
Walter Seiler, president, Cramer- 
Krasselt Co., who made a strong 
plea for newspaper support of the 
U. S. savings bond “independence 
drive.” 

A variety of clinics and short 
talks on a variety of workaday ad- 
yertising subjects was also fea- 
tured. 


Building Company 
Invests $5,000 
to Promote Resort 


Fort LAUDERDALE, FLa.—Gill 
Construction Co. here is schedul- 
ing $5,000 worth of advertising 
linage to promote Fort Lauder- 
dale as a summer resort. The build 
ing company will run display ads 
for a period of nine weeks in 22 
daily newspapers in 11 states. 

Insertions also are scheduled for 
two national magazines, The In- 
structor and Scholastic Teacher. 
Ads will feature the beach, fish- 
ing, low rates and nice weather. 

Urging other local business men 
to follow suit, George Gill Sr., 
president of the company, pointed 
out at a city commission meeting: 
“I’m told that the city has no ad- 
vertising funds left over to carry 
out an aggressive summer adver- 
tising program. I guess that leaves 
it up to us merchants, builders, ho- 
tel and apartment house owners 
to carry the ball.” 


U. S. Sales Changes Name 


United States Sales Corp., Chi- 
cago, which operates premium ser- 
vices for advertisers, has changed 
its name to the Van Schaak Pre- 
mium Corp. Offices of the corpo- 
ration have been moved from 549 
W. Washington to 310 W. Washing- 
ton. Cornelius P. Van Schaak Jr., 
who has been president of United 
States Sales since 1947, continues 
as president. 


Cuban Group Maps Drive 


The Cuban Tourist Commission 
launches its summer campaign this 
month. Copy will stress Cuba’s 
climate, recreation facilities and 
reduced living costs. It will be 
carried in newspapers in key cities 
in the East, Midwest and South- 
east, and in travel gateway cities 
of Texas, New Orleans and Miami. 
Wendell P. Colton Co., New York, 
is the agency. 


‘Tele-Tech’ Names Drucker 
Joseph Drucker, formerly with 
New York district manager of 


Teie-Tech, published by Caldwell- 
Clements, New York. 


WHAT'S GOING ON? 


' Manufacturers and their advertising 
agencies are using this 


inexpensive 
clipping service for collecting editorial 
aking and 


Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 


BUSINESS * tAR*¢ GER ERAI 
PAPERS P PAPEDS MACATINGS 
343 So Dearborn 3 


Chicago 4 


Modern Plastics, has been named | 


Roses (Including Melrose’s) Dominate ‘Flair’ 


New YorK—Melrose & Co., divi- 
sion of Schenley Industries Inc., 
has taken advantage of its rose 
trademark by running a four-color 
ad in the May issue of Flair, which 
is devoted primarily to roses. 

The ad is inserted immediately 
following a series of articles on 
roses, and the rule between the ad 
and the text is eliminated, to give 
the impression that the ad is part 
of the actual copy. Melrose Rare 
whisky and Melrose gin are fea- 
tured in the ad. 

To take full advantage of the 
rose tie-in, Melrose has sent a copy 
of this issue of Flair to its dis- 
tributor salesmen and field per- 
sonnel. The company feels that use 
of this advertisement in a class 
publication will help build brand 
prestige. 

Melrose was the only whisky 
manufacturer to tie in with the 
rose theme, but six cosmetic com- 
panies with rose products not only 
tied in their ads, but received a 


“free” editorial page. 

Gordon & Rudwick, New York, 
is the agency for Melrose Rare and 
Melrose gin. 


Bock Named to New NBC Post 

Harold J. Bock, formerly man- 
ager of KNBH, NBC’s owned and 
operated station in Los Angeles, 
has been named to the newly 
created post of director of artists’ 
relations in the Hollywood office. 
He was previously director of pub- 
lic relations and publicity manager 
for the western division. In his 
new post, Mr. Bock will work with 
all NBC radio and television tal- 
ent as the network’s contact in 
matters regarding artists’ relations 
with NBC, the press and audiences. 


Estate Stove Names Kemper 

Don Kemper Co., Dayton, has 
been appointed to direct the adver- 
tising and sales promotion of Es- 
tate Stove Co., Hamilton, O., man- 
ufacturer of electric and gas kit- 
chen ranges and Heatrola room 
heaters. 


CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


302. x 2” color slides are magnified 
upon the large ADmatic cabinet screen. 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A “Natural” for point-of-sale 
promotion, Synchronized sound attachment at 
nominal added cost. 


ADMATIC PROJECTOR COMPANY 


111 West Jackson Blyd., Chicogo 4, Ill. 
ADMATIC OF CANADA, 69 York 5t., Toronto 
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® The Advertiser, Ad- 
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@ Advertising Manager 
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@ Printing Buyer 

@ Advertising Agency 
Handling Account 
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ow more than ever before — Sales and Advertising 
Executives appreciate and depend on the STANDARD 

ADVERTISING REGISTER. Experience has taught them that 

S.A.R. is really the ONE dependable “source book” of facts about the 
13,500 Companies and their Advertising Agencies spending 95 cents out 


of every national advertising dollar in the U.S.A.! 
Imagine — in one handy book — listed and cross-indexed for immediate 


reference — 13,500 Companies with their 50,000 Executives listed by 
title, the Advertising Agency handling the account, all subdivided into 47 


classifications, 12,500 Brand Names. 


You owe it to yourself and your Company to have the STANDARD 
ADVERTISING REGISTER on your desk. So here’s an easy way for us 
to get acquainted. Just drop us a line on your Company’s letterhead. We'll 


do the rest. 


NATIONAL REGISTER PUBLISHING CO., INC. 
333 N. MICHIGAN AVENUE 
CHICAGO 1, iit. 


330 WEST 42ND STREET 
NEW YORK 18, N, Y, 


for 


facts 


Edition 
“te AGENCY LIST 


e -Tested Service 


dependable 
sales and 
advertising 


J 


Here's the 100th Edition of the authoritative basic source 


of information about 3, 


purchased separately. 


Write for colored illustrated booklet 

iving full information about the 
STANDARD ADVERTISING REGISTER 
and Supplementary Services. It’s yours 
for the asking. 


A es ee come 


000 U.S. and Canadian advertisi 
agencies with datg on their recognition, personnel, a 
over 45,000 clients. Issued three times a year—the AGENCY 
LIST is part of STANDARD’S complete sorvice or may be 
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Ruth Kinyon Elected 
President of Gamma 
Alpha Chi Sorority 


Iowa City, Ia.—Ruth Kinyon, 
research director of Charles W. 
Hoyt Co, and treasurer of the New 
York Advertising Women, was 
elected president of Gamma Alpha 
Chi, national professional adver- 
tising fraternity for women, at the 
fraternity’s national convention, 
held at the State University of 
Iowa. 

Other national officers include 
Annamae Winship, Pendleton, Ore., 
Ist vice-president, in charge of 
western chapters and the sorority’s 
relations with the Advertising As- 
sociation of the West, and Mae 
Wagner Carlysle, director of ad- 
vertising and public relations, Dict- 
ograph Products, New York, east- 
ern vice-president. 


s The new midwestern vice-pres- 
ident is Joan Cosgrave, president 
of the Nebraska Writers’ Guild, 
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TOP MANAGEMENT’S 
GOOD RIGHT HAND 


53 Park Row, New York 15, N. Y. 
12 East Grand Ave., Chicago 90, III. 


Lincoln. Mrs. H. W. Clover of Kan- 
sas City, Mo., was elected execu- 
tive secretary; Ruth Coursault 
Campbell, Western Auto Supply 
Co., Kansas City, is the new treas- 
urer; Bea Johnson of R. J. Potts, 
Calkins & Holden, Kansas City 
agency, is expansion director, and 
Mary Jane King of New York is 
public relations director. 

The 30-year-old-sorority, which 
was founded at the University of 
Missouri, also elected two new 
honorary vice-presidents. They are 


Oveta Culp Hobby, executive vice- 
president of the Houston Post and 
retiring president of the Southern 
Newspaper Publishers Association, 
and Marjorie Child Husted of Min- 
neapolis, advertising and consumer 
relations consultant. 


Brock-Hall Appoints Cook 

Brock-Hall Dairy Co., Hamden, 
Conn., has appointed Howard S. 
Cook, formerly with American 
Home Foods, as advertising man- 
ager. 


Smith Launches Agency 


Ben Smith, formerly with De 
Perri Advertising, has opened his 
Own agency as Ben Smith Adver- 
tising Inc., with offices at 95 Madi- 
son Ave., New York. Mr. Smith 
will specialize in advertising for 
the coin machine industry. 


Taylor to Newspaper Net 
Herbert Taylor, formerly vice- 
president and general manager of 
the Standard-Times, San Angelo, 
Tex., has been appointed national 
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advertising director of the Texas 
Quality Newspaper Network jp 
Dallas. He replaces Charles Hurley 
who has resigned. 


Scott Rejoins Wards 


Laurence W. Scott, formerly 
vice-president of John W. Shaw 
Advertising, has rejoined Mont. 
gomery Ward & Co., Chicago, as 
retail sales manager. His appoint. 
ment becomes effective May 15, 
coe Scott first joined Wards ip 
1933. 


—- 


To sell men... 


point your dollars 


at your 


best 


° 


man market 


Sell the best man in every dozen . . hace 
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Nelson Appoints Downey 

William M. Downey, formerly 
advertising manager of Kent- 
Moore Organization, has been 
named account executive of Nelson 
Associates, Detroit, creator and 
producer of sales promotion adver- 
tising. 


Conmar Ups Siegle 

Irving P. Siegle, formerly dis- 
trict manager, has been appointed 
supervisor of branch office sales 
of Conmar Sales Corp., Newark, 
zipper manufacturez. 


Most Motorists Are 
Faithful to Brand 
and Dealer: Gray 


WASHINGTON—Two-thirds of all 
motorists buy one brand of gaso- 
line most of the time from one 
particular station, according to 
Robert M. Gray, manager of the 
advertising and sales promotion 
division, Esso Standard Oil Co. 

Reporting on surveys conducted 


by Esso, he told the Washington 
Advertising Club that an- 
other 16% buy one brand, but 
not just from one station. He said 
3% are so loyal to a dealer, they 
would buy whatever brand he sold; 
15% were described as “floaters 
who shop the market.” 

Mr. Gray said Esso’s current 
campaign theme, “You get some- 
thing more at your happy motor- 
ing store,” is based on research 
findings which “demonstrate con- 
clusively that, to the motoring pub- 


t 


lic, the corner gasoline station is 
an automotive department store. 

“These people look at the station 
not only as a place where tires 
and batteries and accessories can 
be bought, but where they actually 
buy these items as a matter of 
habit.” 

He said Esso’s retail merchandis- 
ing theme recognizes these funda- 
mentals: 

“An advertiser must first find 
out what the public wants, he 


must make sure that he can meet | fe 


Reach this big, undiluted man market .. . 


sell THE BEST MAN IN EVERY 


In Popular Mechanics you reach one 
man out of twelve in America ...a 
big, sales-getting, adult MAN 
MARKET. And you reach this mar- 
ket without scattering your dollars. 
You point your dollars at the most 
responsive man market in America! 


The reason? Because Popular 
Mechanics not only gives you men 
undiluted . . . it also selects a special 
kind of men. It selects the one man in 
every twelve who is your best prospect 
for any product bought by men. 


This “best man in every dozen”’ is 
more receptive and more responsive 
to advertising. He reads ads deliber- 
ately, he consciously responds, he 


oP MM. MIND 


e 


DOZEN 


influences the buying habits of his 
neighbors . . . “‘the other eleven men.” 


Why is he different? He has the 
PM. Mind... an alert, curious, 
active, restless mind. He’s interested 
in what you have to say about your 


. product. He’ll give you a ready hear- 


ing and he’ll give you buying action 
... whether you want a mail order, an 
inquiry, or want him to go to his dealer 
and ask for your product by name. 


Popular Mechanics’ extra selling 
power has been proved countless 
times. Get all the facts and you will 
put Popular Mechanics first on any 
schedule you build to sell men. Point 
your dollars at this Big Man Market! 
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those wants, and the public must 
be told over and over and over 
again that the advertiser can and 
does fulfill those wants.” 


Diamond Names ]. D. Evans 
to Head Match Advertising 


Diamond Match 
Co., New York, 
has appoinied 
James D. Evans 
as advertising 
manager. Mr. Ev- 
ans has been with 
Young & Rubi- 
cam for the past 
12 years and was 
an account exec- 
utive in the agen- 
cy’s Toronto of- 
fice before join- 


James D. Evans 


ing Diamond. 

Mr. Evans will make his head- 
quarters at Diamond’s general of- 
fices in New York. 


Savin, Lyman Named V. P.s 

William H. Savin and George S. 
Lyman, executive art directors of 
Roche, Williams & Cleary, Chi- 
cago, have been named vice-presi- 
dents of the agency. 


St 
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FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dallas, Texas 
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Jantzen Uses TV 
Shorts in 28 Cities 
to Push Swim Suits 


PorRTLAND, OreE.—Jantzen Knit- 
ting Mills will begin to use tele- 
vision this month with a series 
of five-minute TV shorts promo- 
ting Jantzen swim suits and sun 
clothes, 

The shorts, featuring the Jantzen 
diving girl, are scheduled for 
showing in 28 markets throughout 
the country during May and June. 


Leading Jantzen dealers in many 
of these areas will use a one- 
minute tie-in TV spot furnished 
by the company. Supplementing 
the TV promotion is a four-page 
brochure in color, which has been 
distributed in territories surround- 
ing the 28 markets selected. 

Botsford, Constantine & Gard- 
ner here is the agency. 


AAAN Schedules Meeting 


Affiliated Advertising Agencies 
Network will hold its annual meet- 
ing at the Paso del Norte Hotel, 
El Paso, Tex., Oct. 18-20. 


WREN 


The hight Geot im 
TOPEKA KANSAS 


WEEO 


&£ COMPANY 


Te MINUT : 
et E CONTENTS 6 FL: OZ, 
STORE WW ICE CUBE UNIT : E 
DEFROS This lemonade mis is made trom 
mi — MAI uv pure, concentroted juices of 
wt (68 (omtents vote pitcher lemene } contcing 
: sastesonat nee et pee wa netural vitamins dincivding 


} fer extee wwestees, edd 


MAKES 6 BIG GLASSES 
Pocked for MINUTE MatD CORP, 


ntw Ome, & 


CONCENTRATED 


Vitamin C) and minerets. Also 
good fer fruit punch base, leman 
fevored ond ather mixed drinks 


CONTAINER LABEL—Minute Maid Corp. is now selling a lemonade mix in its line 
of fresh frozen citrus concentrates with this full-color lithographed label, designed 


_to attract the attention of juniors. Directi for 
prominently on the boy-merchant’s lemonade stand. 


king the | 


are printed 


Ednamay Fasano Joins R&R 
Ednamay Fasano, 


previously 


Doeskin Names Stinchfield 


Doeskin Products, 


New York, 


with Lynn Baker Inc., has joined|has promoted Grant Stinchfield, 


the copy staff of Ruthrauff & Ryan, | formerly a sales supervisor, to gen- 


New York. 


eral sales manager. 


The AMERICAN AUTOMOBILE @® 
and EL AUTOMOVIL AMERICANO @ 


(OVERSEAS EDITION) 


365 U.S. firms 
sell in the 


$886,656,310 


Automotive 


© ABC Audited Circulation . . . 
you know who is reading your sales 
message and where they are located 
in your export market. 


Whether you’re tackling Sao Paulo or Teheran, you've 
got to reach the right people with your sales messages 
to get your share of this big automotive export mar- 
ket. This basic selling fact becomes more important 
as automotive exports face increasing competition. 
That’s why 365 U.S. manufacturers pick The Amer- 
ican Automobile (Overseas Edition) and El Auto- 
movil Americano to reach the men who make or 
influence the buying decisions. They know that busi- 
ness executives, who year after year continue to pay 
money for a business magazine, thereby declare their 


of readers. 


Export Market 


interest in its editorial and advertising content. 
McGraw-Hill has prepared the 1950 World Motor 
Census which will be of great interest and importance 
to you. It indicates, by country, trends and values of 
all automotive products exported. Ask your McGraw- 
Hill Representative for your copy. And get details on 
how The American Automobile (Overseas Edition) 
and El Automovil Americano can help you reach. . . 


and sell... 


the men who sign the orders. Or write 


McGraw-Hill International Corporation, 330 West 
42nd Street, New York 18, N.Y. 


@ A Perfect Climate for Selling 
.. audits of paid subscriptions and 
renewals show vitality and interest 


@® MeGraw-Hill International Publications Give You... 


© Experience in World Business 

. counselling, research, transla- 
tions, merchandising are available to 
all manufacturers. 


*Includes Canadian identifiable automotive exports. This calcula- 
tion includes caly such products as are labeled automotive in 

ations an ee pot include ae oo of dollars 
ports in the che yi: ° ib 
rubber, las $s, metal and onner ‘industries wi hen products are 
utilized in automotive service, maintenance and production. 


custom rs 
we 


INTERNATIONAL CORP. 
World-Wide Headquarters 


McGRAW-HILL 


for Business Information 


BRANCH OFFICES — Atlanta, Boston, Chicago, Cleveland, Dallas, Detroit, Los Angeles, Philadelphia, Pittsburgh, St. Louis, 
San Francisco, Washington, Buenos Aires, London, Rio de Janeiro, Mexico City, Frankfurt, Paris, Bombay, Melbourne, Tokyo 
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Postal Rate Rise 
Stymied by FEPC 
Tie-Up in Senate 


WASHINGTON—Postmaster Gep. 
eral Jesse Donaldson’s drive fo 
increased postage rates way 
swamped, at least temporarily, lag, 
week by the legislative tie-up 
which is resulting from the Senate 
debate on FEPC. 

In the event of prolonged FEPC 
discussions, it became likely that 
postage rate increases would be 
crowded off this year’s congres. 
sional calendar. 

The unexpected turn in the post. 
age rate situation came suddenly 
May 7 as Sen. Olin D. Johnstoy 
(D., S. C.), postal committee chair. 
man, announced that he has sus. 
pended further action on pending 
rate legislation. 

Senator Johnston, an FEPC foe, 
said consideration of the rate bil] 
would not be resumed until after 
the Senate acts one way or the 
other on FEPC. 


@ Sen. Johnston said he has no- 
tified leaders of both major par. 
ties of his action in view of their 
decision to keep FEPC on the 
Senate floor. 

“I fully realize that my duties 
in the Senate should be for the 
best interest of the nation as a 
whole,” he said. “However, my 
duties and obligations are to the 
people of South Carolina first of 
all.” 

One of the committee’s last ac- 
tions before suspending operations 
Tuesday was to approve a resolu- 
tion nullifying the reduction of 
postal deliveries ordered by the 
Postmaster General as an “econ- 
omy move.” 


was voted 9-0 after William C. 
Doherty, president of the National 
Association of Letter Carriers, 
charged the reduction of service 


was “ill-timed, ill-advised, un- 
necessary, unwarranted and ob- 
noxious.” 


‘National Home’ 
Reduces Ad Rates 
by Changing Format 


WINNIPEG, Man.—Contrary to 
most new rate card announce- 
ments, National Home Monthly has 
issued a new rate card showing 
reductions in rates, 

Starting with the September, 
1950, issue, the b&w page rate will 
be reduced from $1,800 to $975. 

In order to make this reduction 
possible, National Home reduced 
its page size from 10%” x 13%’ 
to 54%” x 7%”. 

Another reason the publication 
gives for changing to a _ digest 
format is that “this size page hasa 
high reader impact and this is 
borne out by the Starch report. A 
revision of our editorial formula 
will increase the editorial con- 
tent, with the result that ow 
readers will receive a larger and 
better book in a modern package’ 


LeCocq Appointed A. M. 


Frank G. LeCocq, formerly with 
Strang & Prosser, Seattle, has bee? 
named advertising manager @ 
United National Corp., Seattle, 
holding company for Pacifit 
Northwest Co., Equity Fund Inc 
and United Pacific Insurance Co. 


To Ketchum, MacLeod & Grove 


James F. Puhl, formerly engit- 
eering. editor of Industrial Heat 
ing, has been named-account ex 
ecutive and technical writer in th 
public relations department 
Ketchum, MacLeod & Grove, P 
burgh. 


Wooster Rubber Ups Strunck 
A. H. Strunck, who joined Wot 
ster Rubber Co., Wooster, O., la 
year as assistant ‘sales manager, h 
been named sales manager of th 


Rubbermaid houseware division. 


The demand for restored service ] 
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Wise & Co. Vague about How Many 
of Its P-I Ads Are Being Used 


New York—William H. Wise & 
Co., mail order publisher of how- 
to books, has offered ads to news- 
papers and magazines on a per-in- 
quiry basis, with no payment for 
space. But it doesn’t quite know 
how well the project is going or 
who in the shop is handling it. 

A letter sent to some 1,500 news- 
papers last month said: “So many 
newspapers and magazines have 
invited us to advertise in their 
publications on a commission, or 
per-inquiry, basis that we have 
now prepared a special newspa- 
per mat for that purpose. . This 
mat, size 154” deep by 10%” wide, 
adver.ises our new best-selling 
book, ‘Your Dream Home—How to 
build it for less than $3,500.’ There 
is no composition involved on your 
part, with the exception of setting 
the key number.” 

The book sells for $3.95; the 
publisher offers media $1.25 “per 
good order.” 


s AA made a telephone excursion 
through channels of the company 
and its agency, Thwing & Altman 
to check on the project’s progress 
The quest led finally to a Mr. Fil- 
askas at the Wise company—an 
assistant to Fred Breismeister, 
vice-president in charge of sales, 
who was completely unavailable. 

How many newspapers and mag- 
azines invited the per-inquiry 
deal? 

“We got a few letters from 
people who had seen our ads in 
Sunday magazines.” 

Could one or two be named? 

“IT couldn’t tell you offhand and 
I don’t have a record of it. We’ve 
received a flood of letters in reply 
to ours.” 

How many ordered mats? 

“Some rejected the proposal 
flatly. Some wanted more infor- 
mation. Two ordered mats; can’t 
tell yet whether. they’ve been 
used.” 


a The American Newspaper Pub- 
lishers Association several weeks 
ago asked newspapers accepting 
the mats to let it know. Thus far, 
ANPA hasn’t received any word 

The per-inquiry device, in times 
past, was widely used by mai 
order advertisers, often on invita- 
tion. But that was in the days 
when there were many shoestring 
publications glad to get advertis- 
ing on any basis. Today the prac- 
tice is obsolete and, as far as AA 
has been able to determine, Wil- 
liam H. Wise & Co. is the only 
large advertiser who has offered 
such advertising so widely on its 
own initiative. . 

Walter Thwing, head of Wise’s 
agency, told AA the same offer is 
made also to the smaller radio sta- 
tions, but both the advertising and 
sales volume it develops represents 
“less than 1%” of the company’s 
operations. 


= In the case of radio, he said, the 
project consists merely of sending 
a recorded commercial when a sta- 
tion makes the request and paying 
for each order received. In no 
case, he added, would the orders 
have covered the cost of the time 
on the station; the same, he as- 
sumed, is true in the case of news- 
Papers and magazines using per- 


James D. Woolf 


Advertising 
Consultant 


Inquiries invited from 
advertisers and agencies 
Santa Fe, N. M. 


inquiry copy. 

In its more orthodox advertis- 
ing program, Wise spends some- 
thing over $2,000,000 a year, which 
includes about $750,000 for news- 
paper and magazine ‘space and 
$500,000 for radio. The remainder, 
labeled “miscellaneous,” covers di- 
rect mail, dealer merchandising, 
etc. 

On its schedule are some 60 to 
70 radio stations, used mostly for 
spots but occasionally for quarter- 
hour transcriptions as well. 

The bulk of Wise’s publication 
money goes into such mass media 
as Metro Group, Puck—the Comic 
Weekly, Parade and The American 
Weekly. 


Gossip Column For ‘George’ 


Knight & Russell, Los Angeles} ’ 


agency, has secured exclusive ra- 
dio rights to the wrestler Gorgeous 
George and his valet Jeffrey, and 
will build a transcribed series un- 
der the title “Gorgeous George’s 
Gossip Column,” for use by its 
client, Kaye-Halbert Television. 
The series will be sponsored in De- 
troit, Chicago, St. Louis, Kansas 
City, Cleveland, Indianapolis, Dal- 
las, San Francisco, Seattle, Port- 
land, Ore., Atlanta, Philadelphia, 
Memphis, Boston, Phoenix, San 
Diego and Minneapolis. 


Koppers Plans Campaign 

Koppers Co., Baltimore, has 
launched a campaign for its K- 
Spun piston rings. The first con- 
sumer copy will appear in the June 
10 issue of The Saturday Evening 
Post. Trade publications, direct 
mail, and educational sound slide 
films for sales meetings also will 
be used. VanSant, Dugdale & Co. 
will handle the campaign. 


PAID CIRCULATION is UP 
43.3% 


Retailers can depend on C&T as 
their merchandising authority. 
That's why paid subscriptions 
are up... why advertising space 
is up—too! 


COSMETICS & 


is GOING PLACES... 


Editorially dedicated 


to help 


retailers SELL 


TRIE 


More Effective—because it is more SELL-ective 


1170 Broadway, New York 1, N. eg MU 3-8700 


One of the 10 HAIRE Merchandising Publications 
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Ue letterhead paper youll, find in of feces where decisions count / 


Where modern merchandising ideas are pul to work to speed the flow of goods to 


America’s buying millions ... there you'll find Cockletone Bond. 


Today, more and more leaders in this vital American business are choosing this letter- 

head paper. They prefer it because its tough, sturdy feel, lively crackle and beautiful shade 

’ of white lend added dignity to business messages. Why not investigate the advantages of 
appointing this finer letterhead paper as your business representative? The moderate cost 


of Cockletone Bond will surprise you. 


THE FINEST LETTERHEAD PAPER EVER PRODUCED BY HAMMERMILL CRAFTSMEN 


For the name of a member of the Hammermill Guild of Printers, ready and willing to supply your printing needs on 


Hammermill Papers, call Western Union by number and ask for ‘‘Operator 25.“ 


SEND THIS COUPON NOW... for Cockletone 
Bond portfolio containing specimens of 
good modern letterhead design which you'll 
find useful in appraising, improving or re- 


designing your present business letterhead. 


tone Bond. 


We will also include a 
sample book of Cockle- 


Hammermill Paper Company 


1459 East Lake Road, Erie, Pennsylvania 
Please send me — FREE—the Cockletone Bond 


portfolio and sample book. 


al ie: iene eee og See <a ee 


(Piease attach to, or write on, your business letterhead) AA 5-15 
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Ford Names William Ford 


William C. Ford, youngest bro- 
ther of Henry Ford II, president of 
Ford Motor Co., has been named 
to the company’s administration 
committee, formerly known as the 
policy committee. William Ford 
joined the company in March, 
1949, spending considerable time 
in sales and advertising. Later, he 
moved into industrial relations. 


Owen Appoints Schaller 

William C. Schaller has been ap- 
pointed head of the catalog divi- 
sion of Edward Owen & Co., Avon, 
Conn., advertising agency. He was 
formerly assistant sales manager 
of Bush Mfg. Co., manufacturer 
of air conditioning and refrigera- 
tion equipment, and most recently 
a sales engineer of York Corp. 


Airborne Names Lewis 


Airborne Accessories Corp., Hill- 
side, N. J., has appointed the Lew- 
is Advertising Agency, Newark, 
to direct its advertising. The com- 
pany manufactures electro-me- 
chanical equipment for aircraft 
and industry. The appointment al- 
so includes the company’s tool di- 
vision. Advertising plans are being 
prepared. 


Forms American Subsidiary 
Scribbans-Kemp Ltd., London, 
cakes, biscuits and confections, has 
formed an American subsidiary, 
Scribbans-Kemp (U. S. A.) Ltd., 
500 Fifth Ave., New York, to pro- 
mote the sale of a line of the com- 
pany’s products in this country. 
Atherton & Currier, New York, has 
been named advertising agency. 


TOYS 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distributors regularly read 


TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 


TOYS & NOVELTIES 


BELL BUILDING 
‘CHICAGO 1, ILL. 


"WHO S RUNNING THE STORE?’—Charles L. Glett (left), vice-president in charge of 

Don Lee Television, wondered, when he began an address on television before the 

Hollywood. Exchange Club and found himself surrounded by four other Don Lee 

vice-presidents. Present to explain their operations were left to right: Ward D. Ingrim, 

in charge of sales and advertising; Pat Campbell, in charge of station and guest 

relations; Walter Carruthers, in charge of engineering; Don Tatum, general counsel. 
At the extreme right is E. J. Bowen, president of the Exchange Club. 


K&E Adds Hakken, Hines Joins Marschalk & Pratt 

Kenyon & Eckhardt, Detroit, has| John J. Hackett, formerly with 
named Robert J. Hakken, formerly | the media department of Calkins & 
with Benton & Bowles, and Charles}Holden, Carlock, McClinton & 
Phelps Hines, previously with W.|Smith, has joined Marschalk & 
B. Doner & Co., to the Detroit copy | Pratt Co., New York, as assistant 
staff. media director. 


How 


long do prospects remem- 


ber an advertising message? 


Not very long as a general rule. 
There is a way, though, to jog their 
memories just when they’re ready 
to buy. 

Trade Mark Service is the an- 
swer. It puts your trade-mark or 
brand name over a list of your 
dealers in the ‘yellow pages’ of the 
telephone directory. That’s where 


For further information, call your local telephone business office 
or see the latest issue of Standard Rate and Data 


Memory Jogger... 


9 out of 10 shoppers look for buy- 
ing information. 

You can blanket the nation with 
the 32,000,000 circulation of the 
‘yellow pages’...or use a part of 
it in certain localities. 


Trade Mark Service leads pros- 
pects right to your dealers—gives 
the kind of “follow-through” that 
keeps your sales messages work- 
ing right up to the point of sale. 


Advertising Age, May 15, 19 


Kendall to Merge 
2 Shopping Papers 


SoutH OranceE, N. J.—Frederieg 

Kendall, whose resignation as vies, 
president and director of Moor 
Publishing Co., New York, be 
comes effective May 3i (AA, 
1), has purchased two northem 
New Jersey shopping publications 
The Orange & Montclair ang 
The Jersey Shore, which will be 
consolidated and published her 
by Kendall Publishing Co. a 
Suburban Life in New Jersey, 

The new monthly will be issueg 
in June. It will have a paid, state. 
wide circulation of 10,000, Mr 
Kendall said, and as soon as pos. 
sible will become a member of 
the Audit Bureau of Circulations, 
It will be sold on newsstands at 
35¢ a copy or at $3 a year to sub. 
scribers. 


# In format it will be similar to 
House & Garden, will be printed on 
70-lb. stock with varnished covers, 
and will cover all phases of subur. 
ban life throughout New Jersey, 

The publication will have na- 
tional advertising, Mr. Kendal] 
said, and three rate structures: For 
national advertising, a one-time 
b&w page will be $375; for state- 
wide advertising, which will apply 
to department stores, specialty 
shops and other retail outlets with 
statewide distribution or more than 
two outlets, the rate will be $250; 
for local retailers who distribute 
in a local area only, the rate will 
be $125, 


a Mr. Kendall’s son, Bruce, who 
is with Foote, Cone & Belding, is 
president of the new publishing 
organization. He will continue his 
connection with FC&B. Willan C. 
Roux is vice-president, and Mr, 
Kendall himself is secretary-treas- 
urer. He also will be editor. 

Also associated with Mr. Kendall 
in the advertising department of 
the new publication are Fred C. 
Clift, former publisher of the Sum- 
mit Herald, and Leroy Bunell, who 
will have charge of real estate and 
bank advertising. 


Chesterfield Considers 
Bi-Weekly Spot Lineup 


Liggett & Myers Tobacco Co,, 
New York, has asked Cunningham 
& Walsh to investigate the pos- 
sibility of scheduling its spot radio 
lineup on an _ every-other-week 
rather than an every week basis. 
Stations are being asked to alter 
their contracts in that manner. 

It is understood that Chester- 
field does not contemplate a re- 
duced spot budget, but wants to 
pick up additional markets. There 
was no indication as to general sta- 
tion reaction to the plan. Some 
representatives doubted that such 
an innovation would be wise for 
stations, suggesting: “When you 
buy an adjacency’to Jack Benny, 
you're on every time Jack Benny 
is on.” 


Launches Cigar Test Drive 


Heusner & Son, Hanover, Pa, 
has named Roman Advertising 
Agency, Baltimore, to launch a 13- 
week test campaign in Baltimore 
for City Club cigars. Newspaper 
and spot television advertising, 
supported by point of sale mater- 
ial, will be used. 


AUTOMOTIVE 
SERVICE 
SHOPS 


“The Master Mailing bist" 


" 4, 


Most plete, most , most 
effective Automotive Service Shop 
Mailing Lists available — at lowes! 
rates. Used regularly by large direct 
mail advertisers. Over 143,000 verified namei 
incl. 47,000 Car Dealers; 75,000 Repair Shops 
12,000 Fleets; 8,000 Automotive Jobbers. A 
dressing to any shop classification by states 
Write for detailed state counts, rates—complete 
folder FREE on request. 


MOTOR SERVICE Siicxco 6. st. 


INGTON 
CHICAGO 6, ILLINON 
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s72 al Car Card Schedules Directory 
Bilingu Wie he first annual edition of the] 46 thursday, March 30, 1950 GREEN BAY PRESS-GAZETTE 
“Michigan In ria irectory,” 
and Tra UIVCY | published by Albert Hadded and 


crieg) Issued in Montreal Albert Fink, 220 Bagely Ave., De- Green Bay Shows E mployment 


NO BOOM-NO BUST 


troit, will be available in Septem- U . 

S vice. Mon?TreaAL—The first French-|ber. The directory will contain a" O h C ente rs Lower Green Bay s employment we con- 
Moore§ english survey of car card read-|1,500 pages and will list 35,000 Gain ther tinually stable because of its ag- 
, bed i d transit riding conducted in | Michigan industrial concerns al- 7 tits ‘ . lants Are : . ah 

ing and tra phabetically with the names of : ; in Industrial Plan gressive, diversified industry and 
\, May lt rtat Wages in Wiscons ry 
CNM hee been released by the Canadian | wait,c2eeutive and operating per- i Payrolls Are Higher | business 

has been sonnel. s . 
ations} Advertising Research Foundation. f Generally Steady, Payro his) : "e 
nnd In the study, car cards were| Joins White Laboratories Press-Gazette Madisgg See industsiel This stability assures normal con- 


vill be measured for the following adver- 


| hee tisers and products: Bank of Mon- John H. Hawley, formerly di- 


MADISON, Wis.—Avetag 
rector of marketing research of 


were substan-| ditions at all times for product 


- “ff treal, Bell Telephone Co., Bluejay | Ciba Pharmaceutical Products Inc., . : , ae of the, fests. 
ey. corn plasters, Bright’s wines, Dr.| has joined White Laboratories Inc., —$_—— 
issued = west’s tooth brushes, Jell-O,| Newark, pharmaceutical manufac- onths in the FOR THE FACTS, WRITE 


State-§ Kleenex, LaSalle coke, Stokely|turer, in an executive capacity in 
» Mr van-Camp and Swift’s. the field of marketing. 


noted today 


bby the Green GENERAL ADVERTISING DEPT., 


f 
S pos. The Kleenex card, which madi +5 employment 
er otf achieved highest readership,| To Koehl, Landis & Landan po ib GREEN BAY 
ations | reached 44% of the transportation| Koehl, Landis & Landan, New lier the averag arson, manaust, = 14 
ids at# audience, according to the survey.| York, has been retained by Mon-|] | figure inaeees d d out that in’ 
| eter tr mb he bd |S Maton ace Eng as || sree ARM sree PRESS-GAZETTE 
Montreal population (15 years of|to handle its advertising for the | we Ag Wrinaan a sih nr pale 
age and older), its score was 35%, 1950 season. 
lar tof or 350,000 readers in a 30-day 
fedon # showing. 
overs, 
ubur-§ The average readership of all 
ersey, ten cards measured was 32.2% of 
2 na- the transportation audience, or 
2ndall 25.5% for the basic population in 
3: For#’ the area, an average of 255,000 
-time § persons. 
state. The transit portion of the survey 
apply § revealed that 79% of the 1,000,000 
cialty § people in the area are transit 
with riders, with the average ride last- 
: than ing 31 minutes. 
$250; The survey also produced infor- 
‘ibute mation on the use of French or 
> will English or both languages in the 
home or in business. It found that 
in’ the Montreal area 28% of 
who those 15 years of age and older use 
1g, is French only, 23% use English only, 
shing and 49% use both languages. 
e his Cost of the study (approxi- 
in C, mately $20,000) was borne by Can- 
Mr. adian Car & Bus Advertising Ltd. 
reas- 
GE Appoints Bradford 
ndall General Electric Co., Schenec- 
at of tady, N. Y., has named G. A. Brad- 
dc. ford, previously responsible for 
Jum- advertising of motors and control 
who in the apparatus department, as 
and advertising manager of the tube 
division. Mr. Bradford has been - 
with the company since joining the 
General Electric Credit Corp. in 
1936. 
Damerell to Paris & Peart b | . 
Co, 
aun Reg Damerell, formerly with fi 
co; | Ce Pomc rey we ut Journal is a newspaper 
adio named associate copy director of " : 


veek Paris & Peart, New York. siete 
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Tee {OUR © 

ball RINGS TRUE! 

here 

sta- = 8 

ome ae 

such 

for 

you 

any, 

nny 

Pa., 

sing r 

a written by a physician with 28 

per years’ experience tells your — 

ing, story with authority. Convinc- 

ter~ ing copy for booklets, folders, 

_3 journal advertisements and ar- 

vit ticles for publication. Direct 
mail or medical journal cam- , ‘ ee : : / 
paigns jearardy comprehen- A journal is a school girl’s diary, an accountant’s record And good practice requires the owner of a trade-mark 
sive surveys of published book, or even that portion of an axle that rotates inthe to protect it diligently. So this is another reason why 
literature. bearing. But Journal is the name of a newspaper. we keep asking you to use the upper-case initial on 


Witia Bor desnsiative faider. both names for our product—just as you do when you 


It’s the same with Coke, the friendly abbreviation for ‘ . _—_" 
write or print the name of your publication. 


FREDERIC Coca-Cola. Like Journal, Coke is a proper name. Con- 


MEDICAL i ital “C.” i 
shop DAMRAU, M.D. sequently eee rates a capital Cc Spelled with a emia 
rect RESEARCH lower-case “‘c,” it means something entirely different. 
eae CONSULTANT Both are registered trade-marks which distinguish the 
247 PARK AVE., NEW YORK 17 Also, Coke and Coca-Cola are registered trade-marks. same thing: the product of The Coca-Cola Company. 


Plaza 5-363 8-39 


THE COCA-COLA COMPANY 
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‘Esquire’ Goes on Record 
in Per-Inquiry Controversy 

To the Editor: We did not wish 
to enter the controversy on per- 
inquiry deals attributed to radio 
stations when we read H. Ely 
Goldsmith’s letter which appeared 
in the March 20 issue of ADVERTIS- 
InG AGE, because we didn’t think 
it was entirely clear that Mr. Gold- 
smith implied that Esquire maga- 
zine had accepted from him, or 
anyone else, a per-inquiry space 
order. 

For the record, Esquire maga- 
zine has never sold any space on 
a per-inquiry basis, either to Mr. 
Goldsmith, the Empire Specialty 
Service or to anyone else. 

H. Ely Goldsmith er the Empire 
Specialty Service has never bought 
any advertising space in Esquire. 

In the “Talking Shop” columns, 
signed by our well-known “Ran- 
ger,” space was devoted to an 
item sold by the Empire Specialty 
Service. Our records show that a 
large number of inquiries were 
received by our editorial depart- 
ment on the price of the article and 
where it could be purchased. These 
were replied to by the editorial de- 
partment in the usual manner, and 
the inquiries were eventually 
passed on to the Empire Specialty 
Service. 

The advertising space sales de- 
partment of Esquire has no con- 


This department is a reader’s forum. Letters are welcome. = 


trol over the items published in 
the “Talking Shop” column, which 
is published in the editorial col- 
umns as a service to Esquire read- 
ers for the discovery of new and 
interesting items found on the open 
market. 
G. ALLEN REEDER, 
Director of Public Relations 
and Promotion, Esquire, New 
York. 


Not Everyone Hates Guts 
of The Creative Man 


To The Creative Man’s Corner: 
I just want you to know—after 
reading your Camel comment in 
AA for April 24— 

“It’s like the taste of pepper- 
mint” to see the Corner stay so 
fresh, so genuine, so forthright. 
And—so filled with scientific 
Horse Sense. 

More power to you! 

HAL STEBBINS, 

President, Hal Stebbins Inc., 

Los Angeles. 

To The Creative Man: Con- 
sidering the “beating” you’ve been 
taking lately, perhaps you may 
not care to stick your neck out 
again. 

If you are still in an adven- 
turous mood, however, I recom- 
mend the attached ad to your con- 
sideration. 

Considering the punishment a 


Owners and operators of Radio Station WHAS and Television Station WHAS- TV 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


tire has to take, I presume there 
is some minute value in packag- 
ing for protection “against the 
harmful effects of exposure.” I 
wonder, however, which is more 
important—the nice packaging, or 
what I’ll get out of that tire in 
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LEE cIRES 


service and safety once I put it 
on my car? 

Your criticisms are uniformly 
interesting. Stimulating, too. So 
is the correspondence which your 
criticisms generate. 

Epwarp A. Poor, 

Hugh Clay Paulk Inc., Tope- 

ka, Kan. 

Let Reader Poor relax. The Cre- 
ative Man is in a permanently ad- 
venturous mood and will continue 
to stick his neck out. 

eee 


Agency Man to Use 
Story of P&G Practice 
To the Editor: In your May 1 
issue in an article on Procter & 
Gamble you included a box story, 
“What P&G Looks for in New 
Agencies.” May I reproduce this 
in small quantity in a mailing to 
my clients and prospects? Natu- 
rally credit will bé given your 
publication. 
C. E. DeRoster, 
DeRosier Inc., St. Paul. 
e ee 


Pleads for Factual Speeches 
on Convention Programs 

To the Editor: Going back to the 
March 13 issue of ADVERTISING AGE, 
which contained your wonderful 
editorial titled: “General Speeches 
Are Often Futile,” I want to em- 
phasize how right you were as 
testified by a story appearing on 
the front page of your April 24 is- 
sue, 

In the editorial you pointed out 
that a U. S. Chamber of Commerce 
national marketing conference held 
in Detroit recently produced the 
usual large volume of generalized 
blah-blah about the “great need 
for improved selling and advertis- 
ing, to reduce the cost of distribu- 
tion and to keep the economy run- 
ning smoothly.” You alluded to 
the fact that there has been too 
great a tendency on the part of 
speakers at these national con- 
ventions and conferences to in- 
dulge in broad, sweeping, non- 
specific statements which merely 
repeat what has been said before— 
again and again and again. 

The story in the April 24 issue 
of AA was headlined: “Big-Name 
Speakers At NAB Meeting Bypass 
Radio’s Problem Of Survival— 
Many Disappointed By Meeting.” 
Then this comment: “A convention 
program studded with speakers of 
national and international promin- 
ence somehow missed the mark.” 
Ho-hum! I got sick to death years 
ago from wasting money going to 
these national “conferences” and 
listening to the same old repetitious 


just stayed away from them and 
save myself around $600 a year and 
many hours of boredom by so do- 
ing. 

Of course, there are some 
speakers who depart from the gen- 
eral rule of inanity by laying down 
the economic facts of life in a 
factual way so that those who ap- 
preciate the value of cold, signifi- 
cant facts can take them away and 
apply them directly to their own 
specific problems. I have noticed 
that talks about “how to do it,” 
with factual illustrations of ap- 
proach and result, are the ones 
most appreciated. Usually these are 
given by technicians; not the top 
names probably, but the boys who 
sweat out the real problem-solv- 
ing at some point below the top 
policy-making level. The big names 
are okay, and the estimable gentle- 
men who bear them are worth 
listening to, if you want merely to 
hear strong re-statements of the 
virtues of the private enterprise 
system. 

You can’t afford to be too tech- 
nical if you are talking to top 
management men, because “they 
don’t understand the language of 
correlation,” etc., etc., and on the 
other hand you are wasting your 
time by talking only about broad 
general problems when addressing 
the technicians. 

It seems to me that it would help 
a lot, if, when setting up a conven- 
tion program, the committee in 
charge would spend more time de- 
fining the nature of the subject 
matter to be covered in the var- 
ious speeches, to avoid redundancy 
and insure more definitized, prac- 
tical treatment of each topic. In- 
vite speakers who are known for 
their brass-tack, factual approach. 
Pay them, if necessary, to get them. 
Let the “top name” boys speak 
only at the banquet sessions, which 
are mostly a waste of time, any- 
way, and restrict the guts of the 
program to speakers who will re- 
veal, confess, elucidate, amplify, 
demonstrate, and cuss—with facts. 

RICHARD E. SNYDER, 

Marketing Economist, Chicago. 


Realtor Twists a Tale 


To the Editor: Enclosed is The 
Lotawana News, a paper put out 
by the residents of a lake develop- 
ment near Kansas City, Mo. 

Page 3 contains an ad gotten up 
by one George Strohm, who sells 


DEAD 


calm may be whet the Lebe's Meet shippers get on @ Sunday mormng 
when they want « racing breene, but it dens mot prev im the Seles 
Office We're busy os @ 


COW 


me clover patch Our oftee m the geet tor prosper toe purchasers of Lobe 
property Yow @: © property owner, mey baow thet mony hove 


the water sow, to help wt show your property to best edventege, ond 
our tramed stot on seven dey duty If you hove omy bind of veal estore 


LAKE 


to sell, we ore confident that we con get you the best price ond get it 
for you qu best 


GEORGE STROHM 


real estate around the lake. 

I am at a loss to classify the 
ad entitled Dead Cow Found In 
Lake, but it ought to take some 
sort of prize or other. 

RUSSELL C, COMER, 

Russell C. Comer Co., Kansas 

City, Mo. 

eee 
Back-Talk Always Welcome 

To the Editor: The letters-are- 
welcome note appended to the 
Voice of the Advertiser head and 
the absence of a similar invitation 
for the reader to talk back to the 
Eye and Ear Department point in 
a very definite direction. 

Yet I am unable to refrain from 
reporting a fact that may prove 
mildly startling to the guy who 
wrote copy for your April 10 Eye 


guff. The past three years I have 


and Ear piece, as it would very 
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likely to other editors who haye 
seen fit to offer printed commen. 
dation for the chaste tone of the 
Fibber and Molly show. 

It may surprise you to know that 
the rawest deliberate crack my 
seasoned ears have ever heard in a 
script-show was the salty comment 
made by McGee himself in a show 
offered a few years back, probably 
early in the war. 

The show was slanted, or at least 
a take-off, in the recruiting direc. 
tion. The “situation” found McGee 
made an officer overnight, about 


CANTON, 0.— 


A $449 million market 


During the past few months Don 
Grace of the National Advertis- 
ing Department has personally 
contacted dozens of food bro- 
kers, wholesalers, distributors, 
district managers and state man- 
agers. On his visits with these 
important people, he has pre- 
sented, in chart form, pertinent 
information about Canton that 
has proved to be of valuable 
assistance in their sales promo- 
tion planning. May we send you 
the charts? 


Canton, O. Ranks 56th 


. . . in the nation’s “metropoli- 
tan county areas” markets— 
almost a half billion dollars. 


A Diversified Market 


We now have over 200 busy in- 
dustries in Canton, with a total 
payroll of over $100 million a 
year. Our coverage in Canton is 
100% and 99.3% is home deliv- 
ered. In Stark County, our cov- 
erage is 70.5% and 92% of this 
is also home delivered. 
Because this is truly a “diversi- 
fied market,” per family buying 
is now $5,459. 

Whether you seek more food 
sales or an additional carload 
order for soaps and detergents, 
Canton is one town that should 
be a must on your list. 


This is " 
Don Grace. .| 


of the National 
Advertising De- 
rtment of the 
anton Reposi- 
tory. He knows 
the brokers, job- 
bers and dealers 


you may want 
to know. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OHIO) HERALD-STAR 
SALISBURY (MD.) TIMES 


These 3 represented by 
Story, Brooks & Finley, Inc. 


MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 
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which he commented to Molly, 
“Here I am in the Army, and I 
didn’t even have to cough!” 

If you were to dig up a trans- 
cript of that particular show, I be- 
lieve you — find —— I have 

he instance verbatim. 
=" ERWIN BEnNRIS, 

Dealer Publication Editor, 

Tractor Division, Allis-Chal- 

mers Mfg. Co., Milwaukee. 

“Letters are welcome” applies to 
all departments of AA, including 
the Eye and Ear Department. Just 
as an aside, one might say that if 
one crack, made some years ago, is 
all the available evidence against 
the “chaste tone” of Fibber & 
Molly, Eye and Ear’s comments 
were pretty sound. 

— a 


All Eyes on ‘SEP’ Page 

To the Editor: The makeup man 
must have decided that “the eyes 
have it,” as you will note on the 
attached tear sheet from the April 
29 Saturday Evening Post. 

We thought the two eyes were 
plenty good enough when we pre- 


pared the half-page ad for the 
Fulton Co. 

Whether or not the third eye 
appearing in the editorial cartoon 
improves the situation is a moot 
question. At least the makeup man 
thought so! 

Possibly some of your readers 
who are constantly bewildered by 
the subtle art of makeup might 
enjoy this one. 

ROBERT J. RICE, 

Bert S. Gittins Advertising, 

Milwaukee. 

eee 


‘What Price Glory?’ 
Reader Wants to Know 


To the Editor: I am enclosing 
a tearsheet from one of Ontario’s 
leading newspapers. The circled ad 
might be of considerable interest 
to layout men, copywriters and 


ARTIST - PLUS 


AGGRESSIVE retail auto acces- 
sory house requires immediately 
well etlucated young man 
handle complete sales promotion; 
must be thoroughly experienced 
showcard writer, able to dress 
window design and build effec- 
tive store displays, lay out news- 
Deper ads, do own art work for 
ads in a style equal to or better 
than illustration used by lead- 
ing auto accessory advertisers. 
Do not apply unless prepared to 
show samples of own work. Pref- 
frence given to married man. 
Reply in own handwriting, stat- 
ing full experience and phone 
number to Box 4534 Star. All 
Teplies confidential. Starting sal- 
ary to right man 

50 PER WEEK 


just about everyone else in the 
field of advertising. 

Any further comment by me 
would be superfluous...but the 


munificence of the offer is rather 
Staggering! 
F. NOWELL JOHNSON, 
Account Executive, Norman C. 
Marshall Advertising, Brant- 
ford, Can. 
e e@ @ 


Wants Ad Teachers to See 
Agency Billings Table 

; To the Editor: From time to 
time I send a mimeographed let- 
ter to teachers of advertising. The 


letter offers ideas for teaching ad- 
vertising or references of likely 
interest to teachers. 

Almost every teacher of adver- 
tising discusses advertising agen- 
cies and the amounts of their bil- 
ling. Unfortunately, many teachers 
do not subscribe for ADVERTISING 
AGE and therefore miss your table 
of billings as published in your 
Feb. 20, 1950 issue, Page 28. 

May I have your permission to 
mimeograph your table, showing 
the figures for 1949 but not for 
1944-1948, to mail to several hun- 
dred advertising teachers? Of 
course appropriate acknowledge- 
ments would be made. 

And I would also advise them to 
refer to the original table as pub- 
lished and remind them that if 
they subscribe for ADVERTISING 
AGE, they will get the annual re- 
vision, plus a lot of other important 
information for teaching. 

H. W. HEpPNER, 

Department of Psychology, 

Syracuse University, Syracuse, 

N. Y. 
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...ACB RESEARCH REPORTS GIVE CharMidtine . 


ON OBSCURE DEALERDO 


@ Do you know exactly the ex- 
tent and manner in which your 
dealers advertise your products? 
This dealer tie-in advertising is 
often the make-or-break for im- 
portant national schedules. It is 
practically impossible to get a 
coherent picture of it except by 
ACB Research Reports which 
likewise keep you informed on 


ACB SERVICE OFFICES 

Phone: Murray Hill 5-7302 + 

Phone: Wabash 2-6130 ° 
Phone: 37-0595 


79 Madison Ave. * 
538 S. Clark St. ° 
161 Jefferson Ave. ° 
16 First Street * Phone: Sutter 1-8911 


competitive dealers’ advertising. 
ACB reads every daily and Sun- 
day newspaper published in the 
U. S. every day, and gives you a 
tailor-made service to fit your 
specific requirements. 

Executives are invited to send 
for our catalog which outlines 
12 ACB Newspaper Research 
Services. 


New York (16) 
Chicago (5) 
° Memphis (3) 
* San Francisco (5) 


M ACTIVITIES... 


Send Today... 
for a 24-page Catalog 
describing and illus- 
trating the 12 helpful 
services which ACB will furnish to 
merchandisers. Gives details of cost, 
coverage, list of users, etc. 


*Patented by Third Dimensional Advertisi: 
Consolidated Litho Exclusive in the lithographic field. 


IT LOOKS AT YOU! This is Magicast*—a new 


technique that promises to revolutionize point of purchase 
advertising. Displays made the Magicast way seem to turn 


and follow the viewer’s eye . . . create an illusion of move- 


ment so realistic, so persistent it defies description. In every 


test made to date, Magicast displays have drawn tremen- 


dous crowds, greatly stimulated store traffiic—and sales. It 


will pay you to familiarize yourself with Magicast-THE 
DISPLAY THAT LOOKS AT YOU. If you want to see 


what Magicast can do for you, just drop us a line on your 


company’s letterhead. There is no obligation, of course. 


LONSOLIDATED 


Lithographing Corporation 
Member of Point of Purchase Advertising Institute 
1013 Grand Street, Brooklyn 6, N. Y.—EVergreen 8-6700 


Magicast displays can feature faces, figures, trade marks, 
products—any 3-dimensional subject—in a wide range of 


ing Corp. and a 


sizes. The material used (Vinyl Plastic) is durable, water 
and weather-resistant, color-fast, light and easy to ship. 
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Lazar and Eller Get 

Newspaper Appointments 
The New York Herald Tribune 
4 has promoted Joseph Lazar, for- 
‘" merly a sales representative, to 
assistant national advertising man- 
ager. 

eVinn J. Eller, formerly with the 

New York Sun, has joined the re- 
tail advertising department of the 
Herald Tribune as a sales repre- 
sentative. 


Plastergon Appoints Eddy 

Lawrence H. Eddy, formerly as- 
sistant manager of Plastergon Wall 
Board Co., Buffalo, has been ap- 
pointed sales manager of the com- 
pany. 


333 NO. micweare AVE. NEW YORK OFFICE: 
CHICAGOL ILLINOIS 224 EAST 38TH ST 
PHONE S12-7487 MURRAY HILL 7-6477 


Airline Copy Rapped 
In N. Y. BBB Code 


New YorK—The New York Bet- 
ter Business Bureau has issued 
a code of advertising and sell- 
ing standards for the airline in- 
dustry, which requires that the 
advertiser must be listed by .cor- 
porate name (and not merely by 
telephone or address); that the 
business of the advertiser must be 
shown (if it’s a travel agency, the 
ad must say so); that if flights 
advertised are non-scheduled, the 
copy must be clear on the point; 
that “plus tax” or “includes tax” 
must be in type large enough to 
be seen readily, and no derogatory 
statements about competitors may 
be made. 

Also barred: Advertising which 
implies that aircraft of a specified 
type is being used when it is not 
—or seldom—used; wording which 
implies regularity in flights on 
non-scheduled lines; advertising by 
a ticket agency implying that it 


supervises or controls flight facili- 
ties; and advertising of flights at 
prices “available only at rare in- 
tervals”—unless full facts are dis- 
closed. 


Television Broadcasters 
Group Seeks New Members 


George B. Storer, president of 
the Fort Industry Co., and Frank 
M. Russell, vice-president of Na- 
tional Broadcasting Co., have been 
named co-chairmen of the mem- 
bership committee of Television 
Broadcasters Association, New 
York. The group has launched a 
concerted drive to interest more 
TV stations in joining its ranks. 

Appointed to head the advisory 
committee on TV programming is 
Lawrence Lowman, CBS vice- 
president. This committee will re- 
view the policies established by the 
association to guide the industry 
in 1948. 


Ellis Appoints Williams 


Jo Williams has been named di- 
rector of publicity and promotion 
of Ellis Advertising Co., Buffalo. 


Advertising Age 


Yon 
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The Eye and Ear Department 


This department shares the current national respect for a radio 
and TV columnist by the name of Crosby. But it cannot share 
with Mr. Crosby the enthusiasm he has shown for Packard’s new 
show, “Holiday Hotel.” 

The show—over ABC-TV, Thursday nights at 9:30—features 
Edward Everett Horton, a safe comedian if any ever existed. It 
also brings to TV, not another vaudeville show, but a sort of 
musical comedy—which might be described as a sort of long 
vaudeville show with con- 
tinuity of actors, plot and 
setting. This, at least, is 
original. Ivory soap tried it 
many years ago on radio— 
with disastrous results. 
Packard undoubtedly will 
not suffer the same dis- 
aster. But in bringing mu- 
sical comedy to TV, it has 
definitely not achieved the 
same sparkling success that 
Admiral achieved in bring- 
ing revue to TV—with its 
late and loudly lamented 
“Broadway Revue.” 

There is not enough plot, 
not enough invention, and 
not enough comedy—and, 
of course, no original mu- 
sic. There is a feeling of 
bareness, of thinness, of a 
rubber band’s being stretch- 
ed about as far as it will 
go. “Holiday Hotel’ just 
hasn’t enough guests. It re- 
minds this reviewer of the 
hotel built on the sandbar above Atlantic City—and intended to 
rival Atlantic City—but which remains gloriously empty, even 
at the height of the season. 

Because of the brave attempt at something original in a show, 
the critical viewer might expect something original in the way of 
a commercial, too. But the Packard commercial is little different 
from the Chevrolet commercial, the Lincoln commercial, the Buick 
commercial, the Ford commercial. One is shown the car, with a 
pretty girl in it. He is told the car is wonderful. He then sees the 
car driving along a road and is reminded of its beautiful lines— 
which, over TV, seem to lie entirely in the announcer’s head. 
Because, as these various cars traverse the unfortunate surface of 
the convex TV tube, they all resemble, at one point, the Crosley 
—which, in turn, resembles a car that has just passed between 
two trolleys in a Mack Sennett comedy. 

TV, as they say about mankind in general, still has a long 
way to go. 


Edward Everett Horton is the manager in 
“Holiday Hotel,” Packard Motor Car Co.'s 
television show on ABC-TV. 


Just what you need for your file copies! 

Each handsome, simulated leather binder holds 26 issues of ADVERTISING AGE. 
Opens FLAT so that you can easily refer to each issue and to each page within 
each issue. 

Takes only a few seconds to insert or remove copies. 

Good-looking—yet tough—made to take it. Decorated with gold-stamped ADVER- 
TISING AGE logo on cover and backbone, and either "aan JUNE” or “JULY- 
DECEMBER" on backbone. 


While They Last! 
Special Reduced Price 


$2.75 for one binder . . . $5 for set of two 
(formerly $3.50 each binder) 


We pay the postage anywhere in the United States or Canada 


ADVERTISING AGE BINDERS 
200 E. ILLINOIS STREET 


CHICAGO 11, ILLINOIS 
Please send immediately to 
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[_] One Binder $2. 75 
(for 26 issues) 


[_] Payment enclosed 


[_] Two Binders $5 
(for 52 issues) 


[_] Bill me later [] Bill my firm 


ORDER TODAY! --—-—---------------- 


Martin Named Ad Director Callahan-Cohen to Chernow 


Raymond M. Martin has been| Callahan-Cohen Inc., maker of 
appointed director of advertising| Individuality Frocks for children, 
of Consolidated Edison Co., New|/has named Chernow Co., New 
York. He was formerly assistant| York. Trade publications, maga- 
director of advertising. zines and direct mail will be used. 
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Pacier Corp. Chief 
Calls TV Unwitting 
Ally of Outdoor 


Creve. Anp—Outdoor advertis- 
ing wil! keep up its pace for 1952, 

and may do better, according to 
J. A. Zimmer of the Packer Corp. 
here. 

Zimmer, vice-president of one of 
the nation’s largest outdoor adver- 
tising companies, even sees an un- 
witting ally in television. 

Excess demand by advertisers 
for space this year is not as large 

as in 1949, Mr. Zimmer reports. But 
coeeent contracts now are “firmer, 
more substantial.” And applica- 
tions for Packer’s 1951 space are 
coming in earlier than a year ago. 

Television gains have not hurt 
the outdoor industry, Zimmer de 
clares. In fact, TV’s competition 
for the advertising dollar may keep 
outdoor firms at peak operation 
for another two or three years. 


s “Advertisers who had used ra- 
dio must now employ television 
also to reach their former audi- 
ence,” Mr. Zimmer reasons. 
“But with the sustained high 
rates for radio advertising and 
mounting tendencies for televi 
sion, the combined bill may be so 
high that customers may switch 
their appropriations to other me- 


“Outdoor advertising,” Zimmer 
declares, “is sure to get its share 
until the conflict between radio 
and television is resolved.” 

With corporate advertising bud- 
gets continuing on a plateau of ex- 
ecutives’ optimism, there is every 
expectation that 1951 will be as 
good as 1950 for the outdoor in- 
dustry, according to Zimmer. 

Packer Corp. operates in Mich- 
igan, New York, Tennessee, Geor- 
gia, Fiorida, Texas and northern 
Ohio. In 1949, Packer had over 
9,000 display boards, the most it 
has ever had. Operating at capa- 
city this year, it anticipates 1950 
net sales and commissions will 
show a gain of at least 5% over its 
record $2,347,434 in 1949. 

Outdoor advertising rates gen- 
erally will remain steady, with in- 
creases for census-booming areas 
in 1952, according to Zimmer. 


Boston Radio Club Elects 

Harold E. Fellows, general man- 
ager of WEEI and director of CBS 
operations in New England, has 
been elected president of the Radio 
Executives Club of Boston. Other 
officers elected include: 1st vice- 
president, Edmund J. Shea, James 
Thomas ‘Chirurg Co.; 2nd vice- 
president, Jan Gilbert, Harold 
Cabot & Co.; treasurer, Elmer Ket- 
tell, Kettell-Carter, and secretary, 
Rudolph Bruce, New England Coke 


3 to Williams-Falkenborg 
Williams-Falkenborg Advertis- 
ing Associates, New York, has been 
named to handle advertising for 
Masterbilt Brassieres, Hackensack, 
N. J.; Calvary Sales Co., manufac- 
turer of religious supplies, and 
Kerge’s, New York, importer of 
linens and lingerie. Consumer mag- 
azines, newspapers and direct mail 
will be used for the three accounts. 


TOP SALESMAN 
in the DAKOTAS 


The MOST Effective 


ADVERTISING, MERCHANDISING 
and EDITORIAL INFLUENCE 
in the DAKOTAS! 


ABERDEEN. ee 
J PMALONEY. sacertains 


NEW DRIVE—This counter display and a 
campaign in The Saturday Evening Post 
are scheduled to merchandise the “new, 
improved” Lektrolite cigaret lighter. The 
new promotion will emphasize the prod- 
uct’s windproof feature. Lindsay Adver- 
tising Agency has the account. 


To Presba, Fellers & Presba 


Ward Paper Co., Merrill, Wis., 
has named Presba, Fellers & Pres- 
ba, Chicago, to handle its adver- 
tising. A campaign is being planned 
for the specialty products division 
on Denta-Towel, a new dispos- 
able towel to be used by the dental 
and medical profession. 


Berghotf Appoints Shannon 


Fred J. Shannon, formerly a 
sales executive of Blatz Brewing 
Co., Milwaukee, has been ap- 
pointed general sales manager of 
Berghoff Brewing Corp., Fort 
Wayne, Ind. 


Monitor Names Hauptman 


H. W. Hauptman Co., New Yor, 
has been named to direct the ad- 
vertising of Monitor Process Corp., 
Jersey City, N. J., manufacturer of 
_— dispensers for public institu- 
ions. 


Aldridge Drops Account 


A. E. Aldridge Associates, Phila- 
delphia, has resigned the Electronic 
Tube Co. account, effective June 1. 


Names Hirshon-Gartield 


Fairchild Publications, New 
York, has retained Hirshon-Gar- 
field, New York, to handle its ad- 
vertising and to serve as mer- 
chandising counselor. 


Heyman Joins Letton Agency 

Sander Heyman, formerly with 
Schenley Industries Inc., has joined 
Al Paul Lefton Co. as an executive 
in the New York office. 
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Basford Gets C-O-Two Fire 
Account; Names Horine 


C-O-Two Fire Equipment Co., 
Newark, manufacturer of portable 
fire extinguishers, and fire extin- 
guishing and smoke detection sys- 
tems, has placed its advertising 
with G. M. Basford Co., New York. 
Business papers will be used. 

William W. Horine has been ap- 
pointed an account executive of the 
Basford agency. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, 


ILLINOIS 


ARE 


THESE 445,000 FAMILIES 
4 WATCHING YOUR TV SHOW? 


e EFFICIENTLY 
e ECONOMICALLY 


“How can we get the most TV sets tuned in to 
our television show?” That is the question 
posed by every Television Sponsor. That prob- 
lem has now been solved by TV PROGRAM 
PUBLICATIONS. For whether you are telecasting 
nationally or locally, TY PROGRAM PUBLICA- 


TIONS can help you... 


BUILD AUDIENCES FOR NEW 


BUILD BIGGER AUDIENCES FOR 
PRESENT SHOWS 


INFORM YOUR TV 


STATION AND TIME CHANGES 
INCREASE YOUR RATING 


EXPOSE YOUR PRODUCT TO THE 
LARGEST POSSIBLE VIEWING 


Circulated in the nations top television markets 
every week, TV PROGRAM PUBLICATIONS log 
every TV program telecast in those areas .. . 
a week in advance. Constantly consulted on 
a 7-day-a-week basis, your advertisement next 
fo your listing is highlighted in 445,000 TV 


homes everyday. 


CONTACT THE TV PUBLICATION: thi YOUR CITY FOR COMPLITE INFOESMATION 


*Net Poid circulation. 
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‘Philadelphia Inquirer's’ Multi-Color Roto 
Saves Time and Money, Improves Fidelity 


PHILADELPHIA—A great savings 
in both time and money for adver- 
tisers interested in multi-color ro- 
togravure advertising was effected 
on April 30 in the Philadelphia In- 
quirer’s Sunday Magazine with 
the first example of four-color 
gravure reproduced from original 
fine-screen letterpress plates. 

The resultant fidelity was hailed 
by advertising agencies and print- 
ers as unusual. Such fidelity to the 
original engravings previously was 
impracticable to obtain. 

The culmination of many years 
of research and experimentation, 
the new process was developed by 


the Triangle Publications Inc., 
which publishes the Inquirer, and 
Gravure Enterprises Inc. The new 
process is designed to make avail- 
able for gravure reproduction the 
original results of letterpress plates 
without processing over again from 
the original art. 


@ The process will soon be offered 
to advertisers for general use in 
the Inquirer and other Triangle 
publications. Plans also are under 
way to make licensing arrange- 
ments for use of the process by 
other processors and printers of 
gravure. 


Q0071072° 


world’s lowest effective cost per contact! 


© Adaptable to most firms and products 


* Proved unusually successful as a base or 
supplementary part of your advertising 


program 


© Currently being used by many nationally 
known companies. 
SEND FOR DETAILS 


Harold Higgins Company 
6331 Hollywood Blvd., Hollywood 28, California 
*35 MILLION CONTACTS EVERY WEEK 


This new process eliminates the 
great expense and time for adver- 
tisers who used two methods of 
printing. Since rotogravure couldn’t 
use the letterpress plates, adver- 
tisers had to have transparent posi- 
tives made for gravure reproduc- 
tion. The last step has now been 
eliminated and more than a day 
in production time saved. 

A method of conversion from 
specific letterpress results has been 
the aim of users, processors and 
printers of gravure. This new de- 
velopment is expected to give im- 
petus to the use of gravure. 


Appoint Cory Snow Agency 


Cory Snow Inc., Boston, has 
been named to direct the adver- 
tising of Marson Corp. and its 
parent company, Cooper-Lewis Co., 
Revere, Mass., distributor of auto- 
motive supplies and equipment. 
Trade publications, direct mail 
and display material will be used. 


Joins Marchant Calculating 


Joseph W. Stallings, formerly 
sales manager of Clary Multiplier 
Corp., has joined the sales depart- 
ment of Marchant Calculating Ma- 
chine Co., Oakland, Cal., as assist- 
ant to Leslie T. Carr, national sales 
manager. 


Philco Appoints Tondu 


Phileco International Corp., New 
York, has named F. R, Tondu, pre- 
viously advertising promotion con- 
sultant with O’Brien & Dorrance, 
as assistant advertising manager. 


Ruse & Urban Agency Moves 
Ruse & Urban, Detroit agency, 


has moved its offices to 509 Gris- 
wold Bldg. 
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- The total monthly national distribution 


: of SPORTS AGE is in excess of 12,000 © 


: copies. Its paid retailer circulation. is 
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ion, amounting to more than 3,500 |. 


Opies, 
orthwhile 


is nationally distributed to 
jobbers, 


manufacturers, 


Advertising Age, May 15, 1959 


danks to 35/100,000 of an inch! 


A ae yore no prow tuduxtey 


stay fresh up to seven times 
unwrapped packs.” 


one’s big mouth shut. 


Lighting up's more pleasure — 


cigaret to a lining no thicker than the ink on this page— 
the aluminum foil that protects every package.” 


At another table in the same issue, DuPont Cellophane 
says, with a similar four-color sweep of the arm, “Cigarets 


And if you think it’s embarrassing to one or the other, 
think of the reaction of the diners sitting around them. How 
much better to give credit where credit is due—or just keep 


lhe Creative Mans Corner 


The guy who takes credit where credit isn’t completely due 
quite frequently finds himself in the embarrassing position 
of having the guy who deserves at least part of the credit 
sitting at the table directly behind him. 

At one of the tables in a recent issue of The Saturday 
Evening Post Kaiser Aluminum says, with a four-color 
sweep of the arm, “Give credit for extra freshness in your 


—_ 


thanks to smokes i in Cellophane 


ble al 


longer in cellophane than in 


KTTV Expands Programming 


KTTV, Los Angeles Times-CBS 
station, will add six and a quarter 
hours to its programming Mondays 
through Fridays, beginning May 15. 
The expanded programming brings 
the station into afternoon telecast- 
ing, with the daily schedule start- 
ing at 4:30 p. m. 


NY Agency to be Dissolved 

Smith, Smalley & Tester Inc., 
New York, has announced that the 
officers, directors and stockholders 
have voted for voluntary liquida- 
tion of the agency. The agency will 
continue to function as a corpora- 
tion in liquidation for the remain- 
der of the year. 


Names Knight & Russell 

Knight & Russell, Los Angeles 
agency, has been retained by Kira 
Melis Enterprises to launch a na- 
tional advertising campaign for Fa- 
cial Lure, a beauty device. The 
schedule will include newspapers, 
magazines and spot television. 


Knechtels Appoints Heggie 


Knechtels Ltd., Hanover, Ont, 
manufacturer of Homewood fur- 
niture and Lane cedar chests, has 
appointed Heggie Advertising Co, 
Toronto, to direct its promotion. 
Fall plans call for full pages in 
national women’s and home maga-@ . 
zines, both English and French. 
Printing Industry Elects 

Printing Industry of Seattle Inc. 
has elected Roy G. Rosenthal, 
University Printing Co., president. 
Harry Strang, Deers Press, 
been named vice-president, and 
Perry M. Acker, American Printing 
& Lithographing Co., secretary- 
treasurer. 


Marinacci Appointed A. M. 
Rudolph Marinacci, for two 
years on the national advertising 
staff of the Seattle Times, has been 
appointed advertising manager of 
Commercial Automotive Service, 
Seattle, Plymouth and DeSoto 
dealer and Goodyear distributor. 
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Business Magazine of Sports Equipment 
212 Fifth Avenue — New York 10, N. Y. 


1877 — PUBLISHERS OF GEYER'S TOPICS, 
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). near future.” 


Florida Grower Sees 
Need for Increased 
Advertising Budget 


LAKELAND, Fita.—W. C. Peder- 
sen, president, Waverly Growers 
Cooperative, has reported to mem- 
bers that need for more citrus ad- 
vertising is in sight. 

In his weekly letter to all Wav- 
erly growers, Mr. Pedersen said 
the Florida citrus picture is not 
as rosy as it was two years ago. 

“Although California has had 
two years of severe freezes, it is 
still very much in the picture, with 
prospects of good size crops for the 
next few years,” he said. 


s “The new frozen concentrated 
orange juice, that raised the grow- 
ers’ hopes so high last year, will 
soon be having plenty of competi- 
tion,” he said. “We find that you 
can now buy frozen concentrated 
orange juice, grapefruit juice, tan- 
gerine juice, lemon juice, lime 
juice, mixed orange and grapefruit 
juice, grape juice, tomato juice, 
apple juice and prune juice. Hono- 
lulu hopes to have a nectar of pa- 
paya juice on the market soon, and 
Hawaii and Puerto Rico are ex- 
perimenting with fresh frozen 
pineapple juice. We may soon be 
buying our milk in a concentrated 
frozen chunk.” 

He didn’t say whether the well- 
organized Florida growers should 
handle their own advertising, or 
whether the advertising should be 
done by the Florida Citrus Com- 
mission. 

“But one thing is certain,” he 
said. “We are going to need more 
advertising and promotion work 
than we have had in the past, and 
we are going to need it in the very 


JUICE CONCENTRATE 
SALES STILL GROWING 


LAKELAND, FLA.—More consum- 
ers are using juice concentrates to- 
day than ever before, a national 
consumer survey presented to the 
Florida Citrus Commission reveals. 

The survey, made in February 
by Benton & Bowles, the commis- 
sion’s agency, also reveals that 
distribution of juice concentrates 
has increased. Questionnaires used 
in the survey were sent to 3,000 
families, representing a national 
cross-section. 

The survey showed a 5% in- 


PUNCHES sheets and covers of any size 
or weight, quickly, accurately 


BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 


or plant 


Add prestige, color and utility 
to reports, presentations, cata- 
logs and all printed material 
with this handsome plastic bind- 
ing. Complete office equipment 

costs no more than a typewriter. 
} Binds a book for a few cents. 
Anyone can do it in seconds. 


] SPECIAL TRIAL OFFER 

J + memo | Send today for information 
FREE and 2 handy pocket memo 

books bound on this equip- 

oneal ment. No obligation. 

U. S. and Foreign Patents 

| have been applied for on GBC Binders 

y and on GBC Binding Equipment 


» General Binding Corporation 
808 W. Belmont Ave., Dept. AA-5-15 


Chicago 12, wi. 


crease in the use of concentrate 
and also that the percentage of 
families serving it other than just 
at breakfast is on the increase. The 
availability of concentrated orange 
juice is shown increasing and hit 
70% during February as compared 
with 59% in September. 


s The commission has approved 
recommendations of its advertising 
committee to appropriate $5,000 
for the meeting of the United 
Fresh Fruit and Vegetable Asso- 
ciation to be held in Miami, Jan. 
13 to 18, 1951. 

An additional $3,500 for a film 
to be made on concentrate, show- 
ing the complete operation and 
tips for the consumer on proper 
care, was also approved. 


Action on a request for $30,000 
for the completion of citrus book- 


lets to be prepared and mailed to}. 


85,000 dentists was deferred. 


Schietfelin Names Hoffman 


Hoffman Advertising, New York, 
has been named by Schieffelin & 
Co., New York, to direct several of 
its ethical pharmaceutical special- 
ties such as Benzestrol, Estivin, 
Neuronidia and Homabital. Me- 
dical journals, drug trade publica- 
tions and direct mail will be used. 


Berkshire to Kahn Agency 


Berkshire Enterprises, Reading, 
Pa., has selected George N. Kahn 
Co., New York, to handle adver- 
tising in consumer magazines and 
by direct mail. The company is a 
new advertiser. 
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Quoted from a letter sent by Kroger’s Pittsburgh branch 
to Kroger headquarters: 


“Family Circle on sale Thursday morning, March 
29. Small neighborhood stores sold out Thursday 
afternoon. Phone calls for additional magazines 
increased Friday morning. By Saturday night no 
store in Pittsburgh branch (89 stores) had any 
copies left. For June we request 50,000 copies, an 
increase of 150%.” 


Reports from all 26 Kroger branches (2,184 stores) 


tell a similar story: 


DETROIT—"Many stores sold out by Saturday.” 

CLEVELAND—"At end of five days only 4% unsold.” 
CHICAGO—"Family Circle selling fast. Warehouse stock out.” 
INDIANAPOLIS—"Many stores sold out. Looks like hot deal.” 
LOUISVILLE—“Increate allotment from 19,000 to 31,000.” 
KANSAS CITY—"This branch a complete sell-out of Family Circle.” 


2,100,000 CASH-AND-CARRY CIRCULATION IN 


i. 


“Anew issue ool 


cone 


GET YOUR corr HERE 


HOW MANY FAMILY CIRCLE MAGAZINES 
WILL THE KROGER CO. SELL EVERY MONTH? 


We don’t know exactly—but our June print order for the 
Kroger edition is 500,000, up 25% over April! 


This enthusiastic reception by Kroger housewives 
points up again the importance of readership in the 
vicinity of 9135 sales centers where Family Circle is 
purchased. Cash-and-carry circulation among known 
housewife-shoppers is proof of desire to read—proof 
of potential to buy. 


For food or toasters . . . cleaners or dresses, Family 
Circle’s sales center coverage is the most economical, 
most effective circulation you can buy. Why not join the 
65 new advertisers who have added Family Circle to 
their schedules so far this year? 


NEW YORK ~~ 
CHICAGO. 
SAN FRANCISCO 


9135 SALES CENTERS 
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Names Rolley & Reynolds 


Service Industries, Philadelphia, 
manufacturer of Foil soapless 
cleaner, Ferox rust proofer, Hesit 
adhesive, Neet concentrated safety 
cleaner and Vivid color condition- 
er, has placed its advertising with 
Rolley & Reynolds, Philadelphia. 
Consumer and trade publications, 
radio and direct advertising will 
be used. 


Anton Bondy Joins K&E 


Anton Bondy, formerly in the 
media department of Batten, Bar- 
ton, Durstine & Osborn, has joined 
Kenyon & Eckhardt, New York, as 
a space buyer. 
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In a splendid article, “Raw Ma- 
terials of Persuasion,” Louis J. 
Halle Jr. asserts (in The Saturday 
Review of Literature, March 11) 
that “Most of us are open to per- 
suasion only within narrow limits 
...We have done our accepting 
and rejecting and have emerged 
from the process with convictions 
that we are prepared to defend 
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Television Theatre 
Cavalcade of Sports 
Show of Shows 
Voice of Firestone 
This Is Show Business 


Owned and operated by the Commercial Appeal 


CHANNEL a 
AFFILIATED 


Also affiliated with CBS, ABC and DUMONT 


National Representatives 


The Branham Company 


e MEMPHIS 
WwitTH NBC 


former vice-president 
Thompson Company, 
monthly series of discussions on tested 
ideas and basic advertising principles. 
Wh 2 the series is aimed primarily at 


neop..yte at advertising, AA readers will 


find instruction and entertainment in the 
discussions and sidelights on advertising 


‘| years or more Lux toilet soap has 


Advertising 


Woolf, famed copywriter and 
of J. Walter 
is writing this 


business man who may be a 


against the world.” 

This comment of Mr. Halle’s 
had no reference to advertising. 
But I believe it provides food for 
thought for the advertiser and the 
adman. 


ws People do not easily change 
their ideas and their prejudices. 
They cherish their pet notions as 
fondly as an infant cherishes the 
comfort of its mother’s bosom. H. 
L. Mencken once remarked that 
“it is a terrific job to ram even the 
most elemental idea into the av- 
erage man.” The inventor of 
America’s first bathtub, Cincin- 
nati’s greatest contribution to 
civilization, was nearly jailed for 
it. Supported by the medical pro- 
fession, people generally branded 
the contraption as an invention 
of the devil. Even today millions 
of Americans, who believe that 
“an apple a day keeps the doctor 
away,” believe that a bath a day 
is a short cut to their graves. 

It takes a long, long time to sell 
homo sapiens a new idea that con- 
flicts with a cherished notion or an 
established habit. It is not so long 
ago when people everywhere 
jeered at King Gillette’s ridiculous 
safety razor. He sold only 51 razors 
in the ensuing two years after it 
went on sale. 


w There is solid salesense in the 
doctrine that “repetition is repu- 
tation” and that “keeping everlast- 
ingly at it brings success.” I know 
of one now-famous cosmetic that 
broke into the black only after 
seven years of persistent adver- 
tising. The product, like the bath- 
tub and the daily bath, represented 
a departure from established habit, 
and the public yielded to the new 
notion grudgingly. 

It is my belief that much adver- 
tising fails of its objective because 
it quits too soon. Because the ad- 
vertiser is short either of cash or 
courage, or perhaps of a deep- 
down confidence in his product, he 
gives up the ghost in despair. It is 
a tragedy that in many of these 
failures another year or two of 
patient promotion might have 
changed the picture from red to 
black. 


= I am convinced, too, that ad- 
vertising failures or half-failures 
are often due to the impatience 
and jittery temperament of the 
advertiser. He refuses to stay put. 
He keeps his agency in a constant 
dither with his insistent cry for 
“new ideas.” Even when his sales 
curve is satisfactory, he tires of 
“the same old stuff,’ demands 
something different, and accuses 
his agency of a deplorable lack of 
creative imagination. 

I hold to the conviction, based 
cn long experience, that when an 
advertiser has a promising idea he 
should stay with it. For twenty 


clung tenaciously to one central 
copy theme, “Nine out of ten 
movie stars use Lux.” Prudential 
has from time to time made chan- 
ges in its advertising “dress,” but 
not once in a lifetime of years has 
it departed from its famous “Rock 
of Gibraltar” central idea. 

I have always thought that an 
advertiser should not adopt a cen- 


sure that he will hold to it for 
a long, long time. 


a It seems to me that retailers par- 
ticularly “jump all over the lot.” 
Their advertising has no central 
theme, no distinctive “personality,” 
no consistent point of view, no 
cohesiveness, no attitude. Conform- 
ing to no master plan, it is a 
hodgepodge of unrelated “ideas” 
sold to them by printing salesmen, 
newspaper solicitors, peddlers of 
calendars, book matches, blotters, 
and an amazing variety of novel- 
ties and gimmicks. 

Get yourself an idea, a clean- 
cut philosophy of doing business, 
an attitude—and then stay with it. 
Your idea need not be a world- 
beater or a stroke of genius. A 
simple concept, provided it appeals 
to a human need, is all that is re- 
quired. 


s The important thing is to keep 
driving it home day after day, 
week after week, month after 
month, year after year—until at 
last you have persuaded your com- 
munity that you have, in abundant 
measure, a certain something it 
wants. In my town the Pay-Less 
Drug Store, where “It’s Smart to 
Pay Less and Save More,” has in 
its very name a fine central theme 
it has stuck to faithfully for years. 
The Cammack Office Supply Co., 
Burlington, N. C., reports it is hit- 
ting the jackpot by focusing all its 
advertising on three magic words 
—“Guaranteed Customer Satisfac- 
tion.” With radio, newspapers and 
window posters, it is seeking to 
make GCS as well-known as 
Lucky’s famous LS/MFT. 

Speaking of persuasion, psy- 
chologists agree that we remem- 
ber most vividly those things that 
are impressed on our conscious- 
ness in terms of a single symbol 
or idea. 


Presents New Beer Package 

La Crosse Breweries, La Crosse, 
Wis., brewer of Peerless beer, has 
introduced a new _  carry-home 
package for canned beer. The con- 
tainer, made of polyethylene, holds 
six cans of beer. Being watertight, 
three or four ice cubes can be 
placed in the container and the 
beer is cooled while being trans- 
ported. 


Names Wallace Witmer Co. 


Wallace Witmer Co. has been 

appointed exclusive national rep- 

are of the Daily, Decatur, 
a. 
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DAVIDSON FOLDER 


Fewer pick-ups, fewer deliveries 
by the Post Office, make io a 
handling of mail in your own 

more im t than ever. Minutes 
lost in hand folding, for — 
may mean a day lost before delivery. 


A Davidson Office Folding Machine 
handles up to 20,000 pieces an hour 
automatically with just one operator. 
There’s no overtime, no upsetting of 
office routine, when statements, 
form letters, bulletins or direct mail 
advertising must be mailed. Cost? 
Used as little as once a month, 

a Davidson will pay for itself. 


Get the details today. Find out 
how a Davidson can help 

get your mail to the 
Post Office early. 


WH. 
Davidson 


OOP, oma MACHINES 


DAVIDSON MANUFACTURING CORPORATION 
1022-46 West Adams St., Chicago 7, lil. 


SOLVES MAIL PROBLEM—Davidson Mfg. 
Corp., Chicago, is using the recent postal 
service curtailment as an argument for 
buying its mail folding machines. Copy 
will run in Business Week, Newsweek and 
Time later this month, through Almon 
Brooks Wilder, Chicago agency. 


Forms Marketing Department 


Carborundum Co., Niagara Falls, 
N. Y., has established a marketing 
department under the direction of 
Frederick T. Keller. The new de- 
partment will coordinate the ad- 
vertising, sales promotion, com- 
mercial research and public rela- 
tions sections. E. Dent Lackey be- 
comes manager of public relations. 


Brodie to Manning, Bowman 


W. H. Brodie, formerly sales 
manager of Bruno-New York, has 
been appointed sales manager of 
Manning, Bowman Co., Meriden, 
Conn., manufacturer of electric 


housewares. 


=| 


For dependable 
stereotyping, rely on 


tral theme unless he is reasonably 


"You know BEST 


about the mat fo use,” 


remarks the agency production man to his trusted 
mat molder. ‘All | want to say is that we are look- 
ing for a top quality mat, molded for minimum 
shrinkage. | suppose that means baking on the 
form. . . The rest is up to you. We couldn't very 
well hold you responsible for the quality of results, 
if we told you what materials to use." 


CERTIFIED DRY MAT CORPORATION 
9 Rockefeller Plaza, Dept. C, New York 20, N. Y. 
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Along the Media Path 


e The Worcester Telegram-Ga- 
zette and Stations WTAG and 
WTAG-FM last week presented 
their new color film, “Worcester— 
Industrial Capital of New Eng- 
jand,” t3 a group of advertising 
and agency executives and press 
representatives in New York. 

Opening with a filmed introduc- 
tion by actor Jeffrey Lynn, a na- 
tive of Worcester, the 25-minute 
movie gave a succinct summary of 
the industrial and agricultural as- 
sets of the city’s marketing area 
and the general buying character- 
istics of its residents. Emphasis 
was placed on the type of infor- 
mation needed to show an ad- 
yertiser why the market is a good 
buy for him. Among the points 
stressed in the $15,000 Worcester- 
produced movie were these: (1) 
Effective buying income of Wor- 
cester families is 19% above the 
national average. (2) Thirty per 
cent of the city’s population are 
home owners. 

Hard sell for the co-owned news- 
papers and stations, of which 
George F. Booth is publisher and 
president, respectively, was brief. 
Principal claims advanced: (1) 
WTAG, a 5,000-watt CBS affiliate, 
“completely dominates” the Wor- 
cester area 81% of the time. (2) 
The Telegram-Gazette (more than 
148,000 circulation) reaches 93.5% 
of the homes in the area. 


e Among the media which set 
new advertising linage records in 
recent weeks is the Chicago Trib- 
une, which carried 840,408 lines of 
general advertising in April—186,- 
228 lines more than was carried 
in April last year and 40,000 lines 
more than the previous monthly 
record for the general advertis- 
ing department. 

Architectural Forum joined the 
record-setting group as its April 
issue appeared with the “largest 
advertising investment in a single 
issue of any building magazine.” 
The 213 pages of advertising rep- 
resent the magazine’s high point 
since 1929. The issue, a special ref- 
erence number, was devoted to 
“The Small House.” 

The May issue of Radio & Tele- 
vision Retailing also carried “the 
largest volume of television ad- 
vertising which has ever appeared 
in any trade or consumer publica- 
tion up to this date,” according to 
Caldwell-Clements Inc., New York. 
Harper’s Magazine has an- 
nounced a 33% increase in ad 
revenue for the first four months 
of 1950 over last year. 

The New York Mirror has 
proudly declared that, in the first 
three months of 1950, it had a total 
linage gain of 642,877 lines, 29.2% 
above the linage for the first three 
months last year. 

Other publications in the elite 
record breaker list include Today’s 
Woman, with an increase in June 
advertising of 71.8% over the cor- 
responding issue of last year, and 
a 56% increase in linage for the 
first six months, as compared with 
the same period in ’49. 

And Argosy reported a 26.8% in- 
crease in advertising linage during 
the first six months of 1950, as 
compared with the same period 
last year. 


+ @ The St. Louis Star-Times won 


the University of Missouri’s Award 
for Distinguished Service in Jour- 
nalism. The award, made during 
the Journalism Week activities at 
the university, was for editorial 
Incisiveness, independence and 
other attributes. 

Other medal awards were made 
to Mrs. Oveta Culp Hobby, execu- 
tive vice-president, Houston Post; 
Arthur Hays Sulzberger, publisher, 
New York Times; Joe Alex Mor- 


ris, magazine writer; James Todd, 


publisher, Monitor-Index, Mober- 
ly, Mo., and to the Nieuwe Rot- 
terdamse Courant of Holland. 


e A novel promotion piece fea- 
turing a boxed cardboard pie on 
an aluminum foil plate has been 
mailed to 10,000 buSiness execu- 
tives by Business Week. Inside the 
cardboard pie is a promotion folder 
pointing out that stories in BW 
often bring in a lot of business to 
the subjects of the stories, such as 
Foil Kraft Inc., whose pie plates 
are used in the promotion piece. 


e Hugh E. Curtis, formerly man- 
aging editor of Successful Farm- 
ing, has been named managing ed- 
itor of Better Homes & Gardens. 
Both are Meredith Publishing Co. 
monthlies. Jim H. Roe, assistant 
editor of Successful Farming since 
1946, succeeds Mr. Curtis as man- 
aging editor. 


e Sidney D. Kirkpatrick, vice- 
president and a director of the 
McGraw-Hill Book Co., New York, 
and editor of Chemical Engineer- 
ing, has been named editorial di- 
rector of that publication and of 
Food Industries. Frank K. Lawler, 
editor of the latter paper, continues 
in that capacity, and John R. Calla- 
han, former executive editor of 
Chemical Engineering, has been 
promoted to the editorship, be- 
coming the fourth editor of the 
paper since it was founded in 1902. 


Ad Courses Getting 
to Be Postgraduate 
Work: Giellerup 


(Continued from Page 1) 
jobs, Mr. Giellerup said. “New 
York,” he pointed out, “is es- 
timated to do from 40% to 50% 
of all advertising work.” He said 
university students’ opportunities 
to break into the field in any 
given year number from 2,000 to 
2,500. There are just not enough 
jobs to go “around for all those 
who want them,” he said. 

A large part of the convention 
was given over to panel sessions, 
chief of which were on public re- 
lations, with Edward L. Bernays, 
public relations consultant, as mod- 
erator; on the impact of television 
on other media, with Bruce Rob- 
ertson, senior associate editor of 
Broadcasting, as moderator; and 
advertising and government con- 
trols, with John Crichton, execu- 
tive editor of ADVERTISING AGE, as 
moderator. 


ws At the banquet Friday night, 
Samuel C. Gale, chairman of the 
Advertising Council and vice-pres- 
ident and director of advertising, 
General Mills Inc., declared that 
“there is increasing evidence that 
good public service advertising, 
ably presenting causes and issues 
in which we all believe, tends to 
increase public appreeiation of 
all advertising.” 


Hormel Expands Radio 

George A. Hormel & Co., Austin, 
Minn., will sponsor “Music with 
the Hormel Girls” over two net- 
works starting May 20, when a new 
series will start on CBS. The ABC 
program featuring the all-girl or- 
chestra and chorus will continue to 
be aired on Sundays at 6:30 p.m., 
EDT. Batten, Barton, Durstine & 
Osborn is the agency. 


East Asiatic Names Lovick 

James Lovick & Co., Montreal, 
has been appointed by the East 
Asiatic Co., Montreal and Van- 
couver, to direct advertising intro- 
ducing Kinwood Golden pineapple 
slices from British Malaya and 
Frigonal corn beef, packed in Uru- 
guay. Starting this month, trade 
publications will be used, followed 
by consumer copy. 


PRE-CONVENTION HUDDLE—These ad 


ling ideas for the 46th 


tives are p 


annual convention of the Advertising Federation of America in Detroit at the end 

of the month. Shown around the table from left to right are Fred Schneller, mer- 

chandising manager, Lever Bros. Co.; Frederic R. Gamble, president, American As- 

sociation of Advertising Agencies; Elon G. Borton, president and general manager, 
AFA; and Walter Weir, president of his own agency. 


Business, Government Men to Address AFA 


Detroit—Advertising men from 
abroad, as well as national figures 
in government and industry, have 
been scheduled as speakers during 
the 46th annual convention of the 
Advertising Federation of Amer- 
ica, slated to get under way here 
May 30. 

A three-day program will pre- 
sent speakers on the general con- 
vention theme, “Advertising’s Re- 
sponsibilities in a Dynamic Mar- 
ket.” Other feature events will in- 
clude presentation of the winners 
of the national high school essay 
contest sponsored by the federa- 
tion, naming of the “Advertising 
Woman of the Year,” announce- 
ment of elections to the Advertis- 
ing Hall of Fame, and presentation 
of awards in the annual club 
achievement competition for ad- 
vertising clubs. 


s Fairfax M. Cone, newly elected 
chairman of the American Associa- 
tion of Advertising Agencies, will 
address the convention on the ad- 
vertising club’s responsibility to its 
profession June 1, when the AFA 
takes up club problems. During 


“club session” day, a full morning 
program will be devoted to panel 
discussions. 

Representing government at the 
convention will be James M. Mead, 
recently appointed to the Federal 
Trade Commission, and H. M. 
McCoy, director, Office of Domestic 
Commerce, Department of Com- 
merce. 

From industry will be: Wesley 
I. Nunn, advertising manager, 
Standard Oil Co. (Ind.); W. Parlin 
Lillard, sales promotion manager, 
General Foods; and Bernard Do- 
lan, advertising manager of Peter 
Frasse Co. and president, National 
Industrial Advertisers Association. 

Reservations for four delegates 
from the Advertising Association 
of Great Britain have been booked. 
Two of the reservations, those of 
F. P. Bishop, general manager, 
Newsprint Supply Co., and Ian 
Harvey, director, W. S. Crawford 
Ltd., are for members of Parlia- 
ment. 

Also on the list of foreign repre- 
sentatives is Enrique Kuenzlar of 
the Associacion de la Publicidad 
in Mexico City. 


NIAA Campaign in ‘Wall St. Journal’ Opens 
This Week; Ist Ad Is Indianapolis Group's 


New York—The educational 
campaign to sell top manage- 
ment on the benefits of industrial 
advertising, sponsored by the Na- 
tional Industrial Advertisers As- 
sociation in the Wall Street Jour- 
nal, will be launched this week, 
Schuyler Hopper, president of 
Schuyler Hopper Co., industrial 
advertising agency, and chairman 
of the NIAA committee on indus- 
trial advertising effectiveness, told 
AA. 

The first ad, prepared by the In- 
dianapolis chapter of NIAA, will 
pose the question, “Do your sales- 
men meet many strangers?” and 
will emphasize that if they do, 
it is wasted sales time in most in- 
stances. 

The ad will explain how several 
industrial companies have ana- 
lyzed the problem of overcoming 
wasted sales efforts, and will offer 
data to sales and managerial ex- 
ecutives that the NIAA will make 
available upon request. 


s The only reason that a specific 
publication date cannot be given 
at this time, Mr. Hopper told AA 
at the end of last week, is “be- 
cause we are waiting for additional 
plates of ads from other NIAA 
chapters.” These are expected mo- 
mentarily, he said. “We do not 
want to start publication of the ads 
until we have several additional 
completed plates in hand,” Mr. 
Hopper said. 

Postal cards will be sent to 
NIAA members announcing the 
date of the first ad, and compli- 
mentary copies of the Wall Street 


Journal in which the ad appears 
will be sent to all of the 3,500 
members of the association. 

Mr. Hopper said that 26 in- 
dividual chapter ads have been 
approved by his committee and are 
being plated by the individual 
chapters. The first few ads in the 
36-ad series are expected to run 
every other week, 


GE Is Testing Zenith 
Phonevision Transmitter 


General Electric Co., Syracuse, 
is now making the final tests of 
the first transmitter made for the 
Zenith phonevision. The transmit- 
ter is scheduled for shipment to 
Zenith Radio Corp., Chicago, soon. 

The transmitter, which has the 
power of one kilowatt visual and 
500 watts aural, will be installed 
by Zenith in Chicago for experi- 
mental phonevision broadcasts. Ze- 
nith recently received authoriza- 
tion from FCC to broadcast from 
experimental station KS2XBS a 
90-day limited commercial test of 
phonevision. 


WCAU-TV Names Smith 


Thomas F. Smith, formerly ra- 
dio director of Ruthrauff & Ryan 
and Foote, Cone & Belding, Holly- 
wood, has been named manager of 
television operations of WCAU-TV, 
Philadelphia. He succeeds John 
McClay, who has been made di- 
a of television of WPIX, New 

ork. 


WHKK Appoints Meeker 


Station WHKK, Akron, has 
named Robert Meeker Associates, 
New York, as its national represen- 
tative. 


Danville Case Does 
Not Support N. Y. 
Suit, A&P Claims 


New YorK—More than 2,000 
newspapers carried full pages 
Thursday and Friday to tell how 
anti-trust lawyers won a decision 
over the Great Atlantic & Pacific 
Tea Co, at Danville, Ill., in 1946. 
The objective of this A&P adver- 
tisement was to explain A&P’s 
stand that the previous decision 
could not be the basis for the cur- 
rent suit against the company. 

The ad (through Paris & Peart) 
quoted from a letter that federal 
Judge Walter C. Lindley, who pre- 
sided over the Danville case, wrote 
in explaining his decision: 

“TI have not condemned the A&P 
system. I have not made a finding 
which could be the basis for a suit 
of dissolution.” 


s The letter, says the ad, contra- 
dicts repeated claims of anti-trust 
lawyers that the same Danville de- 
cision is the basis of the present 
suit in federal court in New York 
to compel A&P to dispose of seven 
retail store divisions and its man- 
ufacturing plants, and to dissolve 
the Atlantic Commission Co., a 
fresh fruit and vegetable buying 
subsidiary. Copy defined the dual 
role played by the Atlantic Com- 
mission Co. in buying produce for 
A&P and selling produce to the 
trade for growers as the basis for 
decision in the Danville case. 

Judge Lindley, who now is a 
member of the U. S. circuit court 
of appeals in Chicago, substanti- 
ated some A&P statements regard- 
ing his letter. He admitted he had 
written the letter and said that 
while his decision found A&P in 
violation of the law, “I did not 
attempt to make a finding to be 
the basis for a suit of dissolution. 
I was not asked to do this. This 
was beyond my province in the 
case before me.” 


# He insisted, however, that he 
has no official interest in the pres- 
ent case, and said that the deter- 
mination of whether the A&P has 
corrected the abuses or continued 
them since his decision “is a ques- 
tion for the cqurt in which the 
suit is pending.” 

The Atlantic Commission Co. has 
been licensed by the Department 
of Agriculture to act as both buyer 
and seller of produce, but has 
dropped the dual role since the 
Danville case, copy said. 


NAB Meets with 4 
Networks to Try 
Solving Problems 


WaASHINGTON—NAB President 
Justin Miller and General Man- 
ager William B. Ryan will meet 
officials of the four networks in 
New York today (Monday) in an 
effort to eliminate dissension in 
broadcaster ranks. 

National Association of Broad- 
casters headquarters claims it 
knows of no specific complaints 
from the networks, and says the 
conference is merely to give net- 
works an opportunity to explain 
how NAB can improve its services. 

Reports of dissatisfaction with 
NAB, particularly at CBS and 
ABC, have circulated in trade cir- 
cles. The four nets, currently “as- 
sociate members” of NAB, pay 
$5,000 each yearly, but with their 
owned and affiliated stations are 
the source of about 10% of the 
association’s revenue. 

Until they reverted to “asso-= 
ciate” status a year ago, networks 
paid NAB a total of $60,000 a year. 


WINS Appoints Bradford 


John Bradford, staff announcer, 
has been named program director 
of WINS, New York, replacing 
John Neal, who has resigned. 
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High Court Rule 
Hits D. C. Real 
Estate Brokers 


WASHINGTON—The Supreme 
Court’s ruling Monday applying 
the anti-trust laws to real estate 
brokers of the District of Colum- 
bia rejects the argument that “ser- 
vices”—such as advertising or ar- 
chitecture—are exempt from stat- 
utes banning price fixing. 

A good portion of the Washing- 
ton board’s defense was based on 
the contention that “personal ser- 
vices should be accorded the same 
anti-trust exemption as other 
forms of ‘labor’.” 

The decisive paragraph in the 
6-1 decision, written by Justice 
William O. Douglas, declares: 
“Members of the Washington board 
are entrepreneurs—some are in- 


dividual proprietors; others are 
banks or corporations; some have 
no employes; others have large 
staffs. 


s “But each is in business on his 
own, The fact that the business in- 
volves the sale of personal service 
rather than commodities does not 
take it out of the category of 
‘trade’, within the meaning of 
the Sherman act.” 

Though the Washington board 
was found to be violating the laws 
against price fixing, the Supreme 
Court said there is not sufficient 
evidence to implicate the National 
Association of Real Estate Boards. 


s The Supreme Court said the 
fact that the Washington board 
professed to be only “recom- 
mending” a fee could not be taken 
too seriously. “Subtle influences 
may be just as effective as the 
threat or use of formal sanctions 
to hold people in line,” Justice 
Douglas declared. 

Justice Robert H. Jackson op- 


POSY FOR A PIONEER—Dorothy Musselman, account executive of Ira E. DeJernett 
Advertising Agency, pins a gardenia on the lapel of Otto Bruck, general chairman 
of the Dallas Advertising League’s Old Timers’ Day, April 28. Mr. Bruck is a veteran 
newspaper ad tive, who later went into the agency business, retiring a few 
years ago as account executive of the Ratcliffe agency in Dallas. At the left is Joe 
Dealey, of the Dallas Morning News and son of the paper’s publisher, and at right 
is J. Richard Brown, publisher of the Southwestern Purchaser and executive secre- 
tary of the Southwestern Association of Advertising Agencies. 


Royal road to results 


eae im pie ae 


GOA panels. And watch results 
roll in! General Outdoor Adver- 
tising Co., 515 S. Loomis St., 
Chicago 7, Illinois. 


Brevity. Here U.S. Royal puts its 
message briefly and to the point. 
Panel Technique? Yes! And noth- 
ing’s more effective! If you want 
your sales messages to get more 


over to more people, put them on * Covers 1400 


leading cities 
and towns 


1925 Silver Anniversary Year 1950 


The subscription price of any publica- 
tion naturally has nothing to do in reflect- 
ing the market its readers represent for 
specific products. But it does reflect read- 
ership and indispensability of the service. 


Products and services in transportation 
}} and distribution find a top-notch market 
among the 40,000 transportation men who 
read Traffic World each week. Let us give 
you latest facts on the buying power of 
the readers of America’s only transporta- 
tion weekly newsmagazine. 


Traffic World is just one of a 
family of 8 transportation serv- 
ices. 


CHICAGO NEW YORK WASHINGTON, D. C. 
418 S. Market St. 122 E. 42nd St. 815 Washington 
Wabash 2-2882 Oregon 9-3188 Sterling 7325 


posed the court’s decision applying 
anti-trust statutes to “services” 
which have previously been in a 
“twilight” zone. 


a “The broker furnishes no goods 
and performs only personal ser- 
vices,” he pointed out. “Capital 
assets play no greater part in his 
service than in that of the lawyer, 
doctor or office worker. 

“Services of the real estate bro- 
ker, if not strictly fiduciary, are 
at least those of a trusted agent 
and often times advisory as to 
values and procedures. 

“I am not persuaded that fixing 
uniform fees for the broker’s labor 
is more offensive to the anti-trust 
laws than fixing uniform fees for 
the labor of a lawyer, doctor, a car- 
penter or a plumber,” Justice 
Jackson said. 


Canadian Ad Group 
Opposes Change in 


Agency Commissions 


Toronto—Opposition to any 
over-all change in the prevailing 
rate of advertising agency com- 
missions, as recently requested by 
the Canadian Association of Ad- 
vertising Agencies, has been voiced 
by the Association of Canadian Ad- 
vertisers in a letter to the CAAA. 

Emphasizing that the ACA would 
be the first to deplore the agencies 
attempting to operate at a loss, 
the letter suggested the answer 
may lie in individual adjustments 
where agencies can demonstrate to 
clients that existing commissions 
yield inadequate compensation for 
services rendered. 

The ACA said it believes any 
change would serve to magnify 
rather than abate obvious inequal- 
ities in the present rate of commis 
sions, and would deal advertising 
generally a great disservice. 


Antamine Added to 
FTC Antihistamine 
Complaint List 


WASHINGTON—A (fifth antihis- 
tamine, Antamine, made by Grove 
Laboratories, St. Louis, was added 
to the Federal Trade Commission 
case list last week. 

According to FTC, Grove has no 
“knowledge or reliable information 
concerning the role of histamine in 
the common cold and the prophy- 
lactic and therapeutic value of 
Antamine.” 

Earlier, FTC issued complaints 
against Bristol-Myers (Resistab), 
Anahist Co. (Anahist), Whitehall 
Pharmacal Co. (Kriptin) and 
Union Pharmaceutical Co. (In- 


histon). 


Becomes Daily Newspaper 


The Daily News, Snyder, Tex., 
began regular publication this 
month. It becomes the first daily 
paper in Snyder. Herbert Feather, 
mwty ae A advertising manager of 
the Daily Herald, Big Spring, Tex., 
is publisher. The paper will pub- 
lish Monday through Friday, and 
is a member of the Associated 
Press. The paper is owned by An- 
drew B. Shelton, Abilene; Ed- 
ward H. Harte, San Angelo, and 
Houston H. Harte. 


Plans New TV Publication 


Tel, a weekly newspaper aimed 
at the television audience, will be 
published shortly by Eugene At- 
kinson, 55 W. 42nd St., New York. 
It will cover studio activities and 
programs. 
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Sears’ $25,238,000 
for 1949 Newspaper 
Ads Sets Record 


CuIcaGo—Sears, Roebuck & (9 
invested a record-breaking $25, 


238,000 for newspaper advertising 
in 1949, marking the fourth cop. 
secutive year that the company ha 
put record amounts into news. 
paper advertising. Previous high 
was 1948’s $24,571,024. 

Although dollar expenditurg 
reached a new high, total linag 
last year dipped 3.6% to 224,39]. 
000 lines from 1948’s record high 
of 232,858,000 lines. The decreage 
in linage reflected rate increases 
made by many newspapers during 
1949, Sears says. 

Sears’ record expenditure last 
year was spread among 1,038 dail- 
ies and weeklies in every state ex. 
cept Wyoming, where the com. 
pany has no retail outlets. 

Other media sharing in 1949's 
total advertising expenditure of 
$29,693,000 (compared with a 194§ 
total of $28,778,000) were local ra- 
dio and television, circulars, post- 


ers, fashion shows and movie 
trailers. 
Roche, Williams & Cleary jis 


Sears’ agency. 


Neal Associates Formed 


James Neal Associates Inc., an 
organization specializing in ad- 
vertising displays, merchandising 
presentations and industrial design, 
has been established at 8 E. 48th 
St., New York. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Harve Feuill &- Company 
11 E.WALTON PLACE - CHICAGO 11 
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OF ADVERTISING IN 1949 IN THE 
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5, 19% Advertising Age, May 15, 1950 
National Nielsen-Ratings of Top Radio Shows Pulse Inc. Radio Ratings Seren Malone Agency 
s Lunkenheimer Accoun 
er Week of April 2-8, 1950 March 1-7, April 1-7, 1950 Lunkenheimer Co., Cincinnati 
All figures copyright by A. C. Nielsen Co. New York, Philadelphia, Boston, Chicago, Cincinnati, Washington, — heey ge = a 
Current Previous Homes Current Points Los Angeles, San Francisco, St. Louis Akron, to handle its advertising, 
& Col Rank = Rank Program (000) Rating Change ag ti 2 omialann 
TOP TEN EVENING SHOWS eT cake edatiee tae eau 
s $25, EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,989) (9.8)  (—0.5) and public relations. The agency's 
rtising Lux Radio Theater (CBS) ...............++5 8,506 20.9 —3.4| Jack Benny (Lucky Strike, CBS) .......... 20.2 , Amo: 'n’ Andy (Lever Bros., CBS) ....... 13,7|responsibilities for Lunkenheimer 
h con. : ; Jack Benny (CBS, Lucky Strike) .............. 7,855 19.3 ee ¢ “yy (ener. 12.0 Groucho Marx (DeSoto-Plymouth, CBS) ....13.4|space advertising will begin with 
my ba 3 ag Saletan CORE tee sco ZR RRR eae td tne tS aj 188 tm "Cea Vn ash" 124) August issues of publications. cur- 
; , Chesterfields) .......... é : 1 r i  -eee i ros! sterfield, CBS) ........ . : : 
news 10 Fibber MeGee and Molly (NBC, S. C. Johnson)... 6.919 170 =1.7 | Fibber & Molly (Johnson's wax, NBC) ..... 13:7 | Walter Winchell (Richard Hudmat, ABC)’...130|Frently scheduled and immediately 
s hig] §  § You Bet You Life (CBS, DeSote-Piymouth) ...... 6,878 169 = DAYTIME FIVE-A-WEEK with any new media added to the 
7 4 Amos 'n’ Andy b At DIOR) cecceccnss ¥ —1 - company’s program. 
- 9 Walter Winchell (ABC, Richard Hudnut) ........ 6,675 16.4 —1.0 : 
ditures 2 z 2 cries a] (ces, Low) percapaactsesess a2 Oy = Arthur Sedtrey (Chssterfeld, _ltetional Our a cone (Amaeia, SOY cncnessss 8.0 a ae ae Ge aeceer Cae 
; . Cola) .....- 5 - ans iscuit, Go al, Wildroot, OL BR SA BD a ks cicinccigevenne x ¥ 
linage ED sedans Sees dake coos a 10.3 Helen Tren (Whitehall, CBS) 2.222000. 73| Wadsworth, O., manufacturer of 
4,391, } EVENING, Lees WEEKLY (AVERAGE FOR ALL PROGRAMS) (2: ie (5.9) (—0.7) | Grand Slam (Continental Baking, CBS) ..... 8.3 Young Dr. Malone (P&G, CBS) .......... 7.8| OIC valves. 
4 high 1 Beulah (CBS, Procter & Gamble) ............ 11.7 —1.5 | Rosemary (Ivory, CBS) .............00ee G2' Aunt denny (Spry, CBB) ....cceccccccees 7.7 
creas : 2 | Py ae pee be Pe ERS 4558 oe = Ma Perkins (Oxydol, CBS) .............. 8.0 Wendy Warren (General Foods, CBS) ..... 7.7 
“Teases y . SATURDAY AND pape ves DAYTIME 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,361) (5.8) (—0.5) 
during 1 1 Arthur Godfrey (CBS, Ligg. & Myers) .......... 4,762 11.7 0.0 | The Shadow (Delaware, Lackawanna & ual) 6.6 
2 Arthur Godfrey (CBS, Nabisco) .............. 4,070 10.0 0.4 ., Gi - | Stars Over Holl ywood (Armour & ; 
3 14 Arthur Godfrey (CBS, Gold ee eee 3,785 9.3 tro ae. . r _ Se as 7.8 stu ‘eit ere _—, . 6.6 
e last 4 11 __ Backstage Wife (NBC, Sterling) ................ 3,663 9.0 +0.7 | Grand Central Station (Pillsbury, CBS) ..... 7.4| Martin Kane (U. S. Tobacco, Mutual) .....5.9 
B dail. 5 5 Right to Happiness (NBC, P&G) .............. 3,541 8.7 —0.4 | Theater of Today (Armstrong, CBS) ....... 7.1 | Give and Take (Toni, CBS) .............. 5.8 
t 6 4 Pepper Young’s Family (NBC, P&G) ............ 3,451 8.7 —0.4 | Junior Miss (Lever Bros., CBS) ........... 6.7 | Let’s Pretend (Cream of Wheat, CBS) 5.7 
ite ex- 7 R a @ hy om ae cube Whitehall) ........ 3,500 8.6 —0.5| True Detective (Williamson Candy, Hopalong Cassidy (General Foods, Mutual) ...5.5 
om : 8 Wendy: Warren “CBS, ak he benisece 3419 Sa +35 - sree + A hour sets-in-use in the cities studied averaged 24.7, compared with 23.5 for January- 
10 18 ‘oung Widder Brown (NBC, Sterling) .......... 3,378 8.3 +0.3 ; 
il wae en BILLION DOLLARS 
ee ae ee oe, oe) Oe Co Pulse Network TV Leaders 
a 1948 ; 3 Let’s Pretend (CBS, Cream of Wheat) .......... 3,907 9.6 —09 A 7,1 IN WORLD TRADE 
aa 5 2 Grand Central Station (CBS, Pillsbury) .......... 3/907 9.6 —O9| wcston. Ch ‘ ; “ as 950 
, f oston, icago, Cincinnati, eveland, Dayton, Los Angeles, New share 
post-§ DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,547) (3.8) (—0.5) York, Philadelphia, Washington . aS eta 
movie) 1 3 Shadow (MBS, DL&W Coal-Grove Labs.) ...... 3,989 9.8 —0.9 . highly profitable business? 
A : iaee Texaco Star Theater (NBC) ............ 54.4| The Goldbergs (Sanka, CBS) ............ 33.6 
: ; te Panag aay a — teeeee 3,744 9.2 —z2.9 | Godfrey’s Talent Scouts (Lipton’s, CBS) ... 42.6 | Saturday Night Revue (Several sponsors, NBC) 33.5 
an artin Kane , General Foods) ........ 3,582 8.8 —2.5 Godtrey & Wis, Friends (Chesterfield cas) 41.7 | Kraft Theater (NBC) o-oo: 32¢6\| UNITED NATIONS WORLD 
ceninigemmnteatintinens oast o e Town incoln-Mercu d ter ( ti Gamble, NBC) . 30.3 
New York Hoo ratings tii April Stop the Music (Admiral, Old Gold, ABC)”. 34:4 Studio One (Westinghouse, CBS)... 30.0|| Places your product before the 
pe men who do the buying for the 
Southern California To Wilhelm-Laughlin-Wilson 
All Homes (Radio and TV) ‘ g : markets of the world... the 
Broadcasters Adopt Code Wilhelm-Laughlin-Wilson & As- 
C., an Sponsored Network Programs Only iat N York, h b men who have more than 
1 ad- Texaco Star Theater (NBC) .......... 26.2 (TV) | Lux Theater (CB Recognizing a definite upturn | sags ev ile the advestisine of 
dising ] Godfrey's Talent Scouts (Lipton, Godfrey's Talent scouts’ (iipton “™ Jin the practice of din rect sales by a a — ng aa? ae - $60,000,000,000 to spend. 
~ | errr 21.6 (TV)| CBS) ....... SEE ETE IE 12.7 (AM) |radio stations the board of directors | ~*) 20 eee ee See . 
e The Goldbergs (Sanka, CBS) ........ 20.1 (TV) | Suspense (Auto-Lite, CBS) .......... 12.6 (TV) , publisher of the “Government!| Write today on your letterhead 
8th Vent of oh (Lincoln- Cavalcade of Sports (Gillette, of - wane A cana so eee. Daily Procurement Bulletin for sample copy and rate card 
Mercury, Reta veidins Geis Oe lt 6 Weeteeeleerpgerae eee 12.2 (Tv) | casters “Association has adopte : . 
Lights rt ania, AEC) ewes rksied 16.1 (TV) Sotarday Wiest a= (Several ae the unanimously the following code for Appoints Executive Co 
/ _ Sponsors, wee eee eee ee eee . )} recommendation to all stations: od 
(Chesterfield, CBS) .............. 15.3 (TV) | Bing Crosby (Chesterfield, CoS) ..... 12.1 (AM) (1) Since in direct sale advertising the The Executive Co., Los Angeles UNITED NATIONS WORLD 
] Studio One (Westinghouse, C3S) ....15.2 (TV) | Philco Playhouse (NBC) ............ 11.9 (TV) i “ ” 4 : va 
Jack Benny (Lucky Strike, CBS) ....14.7 (AM) prerengeAberry Sn on yoy md —. je has received the national Go To, The International Magazine 
. ‘ality : ‘a | 
Radio Homes Only price of each product accepted for ad- 1 rig Bem gee Rone pe eB 319 E. 44th St., New York 17, N. Y. 
Seeon 21.6| This Is Y : vertising. (2) After initial examination : p i 
S dea = ES rreseeenenessones 26 ie Is HA FBI (Equitable on and acceptance of product, the station and radio. 
Godirey’s Talent Scouts ..................20.6| Suspense (Auto-Lite, CBS) ...............15.1| Smal! exercise continuing surveillance 
y ns jeesencsaed 18.1| Bob Hope (Lever Bros, NBC) ............ 14.7 | over advertising copy to see that it con- 
Bl Mr. Keen (Whitehall, CBS) .............. 16.8 | Burns & Allen (Amm-i-dent, CBS) ......... 14.3| forms to policy. (3) The station shall 
Groucho Marx (DeSoto-Plymouth, Walter Winchell (Hudnut, ABC) .......... 13.8 | demand from the advertiser the right to 
p  y E pass *aabasrabsasceresses: 16.4 ap epg re, ae 13.5] return the money of any dissatisfied pur- 
ri rapher ilip Morris, y Friend Irma (Pepsodent, CBS) ........ 13.4| chaser, and to deduct that amount from 
—— DTG eietauahes 6s ctkrheweed.e Vase e40 16.1! FBI in Peace & War (P&G, CBS) ......... 13.1] the sum remitted to the advertiser, in 
der to retain th fid f the list- 
TV Homes yang o retain e confidence o e Ss’ 
pe Se Ran a id deideheheph 4 | = me a a EE Oe COTO Pere Te 30.6 
rey’s Tale DE nc causaee need eiwen ‘ EE: noid hb0ahwawed q 
The Goldberas| Tic aes ielewngs ordi 50.2 Philco Playhouse eee rezeecs gener es 208 Guild Northland Plans Drive 
SE bc op 's.0 00 v4.0) 9 800 tases > i i i P P P 
etal ahead ae ag gee thener cape tenes 27.4| Guild Northland Mills, Laconia, 
coney & NN ins 5404 56haeac rene 33 Lone Ranger (Gonorel sits Ase) vences’ 268 N. H., will launch a new campaign 
ee rere err, eee ‘ rea e Ba ristol-Myers, ier, «| * j 
—iltaeanas teens bile apts 31.4: Man Against Crime (Camel, CBS) .......... 25.9 roa Ml Ay os _~ 2 — 
campaign will be handled by Sil- 
Rippey Adopts Pension Plan ton Brothers, Boston. 
A pension plan, applying to all ‘ 
staff members with the agency Electron Names Rippey 
three years or more, has been put The Electron Corp., Denver, has 
9 into effect by Arthur G. Rippey &| appointed Arthur G. Rippey & Co., 
Co., Denver. It is a contributory| Denver, to handle advertising for 
$s RUBBER CEME | Raadem | plan, with approximately equal|its machine products, foundry and ; 
Terie ree teemiemasees | contributions by agency and parti-| fluorescent lighting fixtures divi- 
COMPLETE LINE OF ARTIST 5 MATERIALS cipant. ' sions. A p K 0 . | T A B LE 
Worcester’s Wondrous Twins, High 
North Carolina Buying Power and Intensive 
Newspaper Coverage, consistently 
Hottest Spot "Faces ted Geos 
Effective Buying Income of 
oa $677,940,000*, boosts the average 
Fy income per family in the city of 
in the South’s No. 1 State! J Ww 
orcester alone, to $5,253 — 17% 
[" over the national average. Within 
pete industries, workers 
currently average $59.7 er R 
Tremendous building activity. Increased J Se REOeT per enen 
ay for thousands of state workers. Cen- Worcester’s income growth is 
P g 
4 of a me, er se agen oo area. paralleled by the steady increase 
ose are the reasons for Raleigh's in city and county coverage of 
amazing gains in 1949 over 1948. Here's 
ho sana the Worcester Telegram-Gazette, 
the newspapers that completely 
; ° ° Raleigh is the only major North Carolina H ; . 
9th to st in Per Capita Income . $1506 City (together with the county in which P blanket the area. With a daily *Copyright 1950, Sales 
i 3 it is located) to show a 1949 gain in Per circulation in excess of 140,000 and Management Survey 
7 Ath to dst in Per Family Income . $6464 — Copits and Per Family Income, Quality of Sunday over 100,000, you can oF Gagan Formas Sesthey 
. . ‘ count on these newspapers to ee ae 
7th to 2nd in Quality of Market Index. 126 “™ licensed. 
Qu . ty ‘ee ak oak introduce your product ance teak: of taber 
urvey, ay ’ ) to this Central New and Industries. 
Sell this fast-growing metropolitan area, England Market. 
PLUS the 33 county Golden Belt. of the N 4 Ob 
South, Without an fre one Low Cost... ews an server 
Cem MORNING 5 SUNDAY he TELEGRAM GAZETTE 
110,068 Morning . Raleigh, North Carolina WORCESTER, MASSACHUSET TS 
GeorG_E F BooTtn Publisher- | 
1643 Sunday 
IR Pct REPRESENTED BY THE BRANHAM COMPANY MULAN ICT C ME MEUM LMU LLIM asc 08) 
od 
"7 , OWNERS of RADIO STATION WTAG 
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Advertising in the Test Stage 


EKCO OPENS CUTLERY 
TEST IN TWO CITIES 

Cuicaco—Ekco Products Co. will 
launch a six-week cutlery test pro- 
motion this week in Chicago and 
Los Angeles with full-page ads 
in newspapers on the opening day 
of the campaign (Monday here 
and Thursday in Los Angeles). 

Initial ads will be followed by 
daily TV spots in both cities 
throughout the six weeks. 

Test offer will consist of a 5” 
utility knife free with the purchase 
of any one of three knives. The 
utility slicer retails at $1, while 


the other knives—an 8” French 
cook’s knife, a 942” ham slicer and 
a 9” roast slicer—retail at $2.50 
each. 

Department stores, hardware 
stores and other retailers will par- 
ticipate in the promotion. 


TEST BUTTER WAFER 


Cuicaco—Bremner Bros. will 
use Chicago as a first test market 
for its new butter wafer. Con- 
sumer couponing is breaking now 
in the top-income sections of the 
city and in north suburban areas. 
Dealer helps have been distributed 


ate 


-+. over fifty years of experience 
in the production of fine printing 
plates lies behind the high stand- 
ards of craftsmanship that are ap- 


plied to all plates made in our plant. 


Day and night service 


JAHN & 
OLLIER 


CHICAGO'S 
ENGRAVING COMPANY | ‘4®S€s? 
817 West Washington Blvd. Pal 
Chicago 7, Illinois ENGRAVING 
MOnroe 6-7080 PLANT 


REACH 9 OUT OF 10 
(BOTH RURAL & URBAN) 


in tHis RICH RESPONSIVE 
SOUTH DAKOTA MARKET 


ie 


ey sranp UNCHALLENGED 


BY ANY OUT OF STATE 
METROPOLITAN DAILY! 


aovertise in S. D. DAILIES 


A BUYERS GUIDE IN A BUYERS MARKET 


AILIES 
Comprise Six Locally Managed and Locally 
Edited Newspapers Serving The Six Primary 
Markets of South Dakota... Rural and Urban. 
FOR COMPLETE, HELPFUL INFORMATION WRITE TODAY! 


SOUTH DAKOTA DAILIES 
HURON, SOUTH DAKOTA 


and ads are scheduled in the Chi- 
cago Tribune, followed by ads in 
the Chicago Daily News and the 
Sun-Times to support the mer- 
chandising effort. This is the first 
of several drives planned to push 
various Bremner products. Presba, 
Fellers & Presba here handles the 
account. 


P&G SELLS PRODUCTS 
IN WASTEBASKETS 
Provipence—Procter & Gamble 
Co. is testing a combination deal 
offering Dreft, Tide, Duz and three 
bars of Ivory in a wastebasket for 
$1.39, in newspaper space here 
and in other markets. Compton 
Advertising is the agency. 


HEUBLEIN TESTS COPY 

New YorK—G. F. Heublein & 
Bro. Inc. has released a special 
test campaign here on a sim- 
plified method of serving its pre- 
pared cocktails. “Cocktails on the 
rocks” is the theme. Six-hundred- 
line copy is appearing in local 


newspapers. 
Heublein’s national advertising 
continues without change, ad- 


vocating the conventional ways of 
serving its products. 

Lawrence C. Gumbinner agency 
handles the account. 


TEST GLASS PACKING 

ToLepO—Owens-lIllinois Glass 
Co. has released a motion picture 
based on results obtained last fall 
in an eight-week market study of 
the ability of glass-packed foods to 
increase total sales. 

The test was conducted in Acme 
Super Markets operated by the 
American Stores in Philadelphia. 
The film report shows that adding 
glass-packed vegetables to the 
test outlets increased sales volume 
substantially. These gains, accord- 
ing to the report, were not made 
at the expense of tin sales, but 
were additional sales. Premium 
prices of 1¢ to 3¢ were in effect on 
the glass-packed items. 


LeVally Agency Names Gage, 
Newbell and Chatfee V. P.s 
Leslie R. Gage, media director, 
has been named vice-president in 
charge of media of LeVally Inc., 
Chicago agency. 

Rhoades V. Newbell has been 
appointed a vice-president and ac- 


Rhoades Newbell 


Frank Chaffee 


count executive of LeVally. Prior 
to joining the agency in January, 

950, he was 
manager of home 
freezer sales of 
the Deepfreeze 
Appliance divis- 
ion, Motor Prod- 
ucts Corp. Le- 
Vally has set up 
a merchandising 
department under 
the direction of 
Frank W. Chaf- 
fee, who has been 
named vice-pres- 
ident in charge of 
merchandising. Mr. Chaffee, whose 
new appointment becomes effec- 
tive June 15, was formerly with 
American Home. 


Leslie Gage 


Launches Afternoon Edition 

The Chicago Tribune has launch- 
ed a new edition of the newspaper 
to attract readers as they are leav- 
ing their offices and plants. The 
new edition leaves the plant at 
about 5 p. m. and is on the news- 
stands downtown at 5:15, about an 
hour earlier than the paper’s for- 
mer early evening edition. The 
new edition is viewed as a counter 
move to the Chicago Sun-Times’ 
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ABP WINNER—Among first award winners in the Associated Business Publication’ § hind th: 
industrial advertising contest was Shakeproof Inc., Chicago, a division of Illinois 
Tool Works. Accepting the plaque in St. Louis May 2 is Shakeproof’s advertising § @ Scher 
manager, R. M. Wall (left). With him are Robert M. Skallerup, account executive, Jica’s lez 
Waldie & Briggs, and James G. Lyne, president of Simmons-Boardman Publishing § selling \ 
Co. and chairman of the board of ABP. in the r 
——— Where | 
ing and Purchasing) featured ag. § 1,051,39: 
Shakep roof Uses sembly cost advantages of specific} with 64 
: major items in Shakeproof’s line §the 17 
Several Media to Also, a specially engineered adap.§ Seven 
2 tation of each fastener was shown§ against 
S uppor t Ad D rive to show how costs could be reduceg§ serve. I 
Cuicaco—Shakeproof Inc., which | further, and engineering assistance, § states a! 
won the first award for advertising| booklets and sample kits were§ley Res 
in the fabricating parts and materi- | offered. compar‘ 
als division of the Associated Busi- Crown 
ness Publications industrial ad|Shows More Own RCA TV Seis} While 
contest (AA, May 8), is conduct-|_ More than 28% of all TV fam-fing do 
ing a campaign on its engineered ilies in New York own a Radio Schenle 
fastening devices in various other Nag ge } oC Pole ae — in 
. . . . “4 c. hi -ti 
— besides the industrial pub Runner-up was Philco Corp., with i 
ications. 11.8%. Others are: Admiral, 8.9%; ialiad 
_R. M. Skallerup, account execu-| DuMont, 8.2%; Crosley, 5.2%, and 4 'U"° 
tive of Waldie & Briggs, Chicago|General Electric, 4.8%. Pulse 000; in 
agency for Shakeproof and its|checked 1,000 homes—27% of § 784,000; 
parent company, Illinois Too]| which had a video receiver—in the § 852,000. 
Works, pointed out to AA last | Study. bowed 
week that the two companies’ com- sales w 
plete program includes ads in trade 
and general publications, sales lit- e In th 
erature, direct mailings and pub- race, S 
licity. sound 
Its winning ABP campaign of sibility 
two-color bleed pages (running of the 
bi-monthly in Automotive Indus- code (§ 
tries, Electrical Manufacturing, | \ 482 § Dearborn 8t., Chicago s,IMinois J | ber)—t 
Machine Design, Product Engineer- tion of 
ent. At 
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ities” 
They may have Broade: 
i. work \ 
Blue jeans interes! 
. * eventuz 
On their backs adverti 
not be ¢ 
But they have Scher 
Green backs fadio,” 
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Biow, Schenley 
Split Rumored; 
Roma to FC&B 


(Continued from Page 1) 

Schenley, a quality blend which 
made extensive use in copy of a 
monocle to emphasize its class ap- 
peal, which was apparently pitched 
to match Seagram’s Lord Calvert. 


pSir John was no blazing success, 


and where Schenley spent some 
$175,000 on it in magazines in 1948, 
in 1949 only $36,000 was put be- 
hind the brand in magazines. 


s Schenley Reserve, once Amer- 
ica’s leading blend—and largest- 
selling whisky—had fallen sharply 
in the race against Seven Crown. 
Where Schenley Reserve had sold 
1,051,392 cases in 1944, compared 
with 646,138 for Seven Crown in 
the 17 monopoly states, by 1948 
Seven Crown sold 3,022,385 cases 
against 1,698,079 for Schenley Re- 
serve. In 1949, in the 17 monopoly 
states and ten open states, Schen- 
ley Reserve sold 1,909,988 cases 
compared to 4,420,122 for Seven 
Crown (AA, March 13). 

While its biggest brand was los- 
ing dominance in the market, 
Schenley itself was dropping be- 
hind in the sales race: In 1946 
(high-tide in sales for most dis- 
tillers) Schenley’s sales—in 
rounded figures—were $634,867,- 
000; in 1948 sales slipped to $459,- 
784,000; in 1949 sales were $461,- 
852,000. Here again, Schenley had 
bowed to Seagram, whose 1949 
sales were $726,949,000. 


a In the midst of the liquor rat 
race, Schenley in 1949 began to 
sound out networks on the pos- 
sibility of using radio—a violation 
of the Distilled Spirits Institute 
code (Schenley is not a DSI mem- 
ber)—but backed up as the opposi- 
tion of legislators became appar- 
ent. At the last report, the distiller 
was still “studying the possibil- 
ities” of radio, but American 
Broadcasting Co., the only net- 
work which ever displayed any 
interest in handling the show, 
eventualiy said that hard liquor 
advertisers “at this time” would 
not be accepted. 

Schenley’s Roma wines, of 
course, have been advertised on 
radio, and sponsored “Suspense” 
on CBS in 1947 through Biow. 


Pears Soap Is Getting 
Market By Market Push 


Schieffelin & Co., New York, 
importer of Pears soap, is using 
spot radio to rebuild sales of the 
British-made product on a market 
by market basis. First area to be 
pin-pointed for Pears—off the 
market during the war—by its ad- 
vertising agency, Cowan & Deng- 
ler, is New oe through partici- 
pations on WO 

The AaB ‘has been expand- 
ed to Boston (WBZ). Philadel- 
Phia, Baltimore and Portland are 
next on the list. Radio or televi- 
sion will be used in these cities. 


MacKenzie Names Swanson 

Algot Swanson, formerly an ac- 
count executive "of Batten, Bar- 
ton, Durstine & Osborn and of Mc- 
Cann-Erickson, has been named 
vice-president ‘and account execu- 


FOR COLOR ROTO—H. W. Gossard Co. 

features its Fashion Academy award in 

this four-color ad, which is scheduled 

for roto sections of Sunday newspapers, 

coast to coast, on May 28. Weiss & Gel- 
ler, Chicago, is the agency. 


CBS Presentation 
Claims Radio Still 
Is the Best Medium 


New York—Columbia Broad- 
casting System, moving aggres- 
sively to counteract sporadic de- 
mands for radio rate decreases, 
has prepared a new sales presen- 
tation designed to convince adver- 
tisers that radio—and specifically 
CBS—offers them more for their 
money. 

Some of the claims advanced in 
the presentation, to be unveiled 
today (May 15) by Louis Haus- 
man, CBS director of advertising 
and sales promotion: 

A dollar spent in network radio 
delivers an advertising message to 
more people than a dollar spent 
in newspapers or magazines. (A. C. 
Nielsen Co. and Daniel Starch and 
Staff data are used.) 

Columbia’s radio network de- 
livers more listeners per dollar 
now than it did before the ad- 
vent of television. 

In “Radio’s Extra Profit Mar- 
gin,” as the flip-over promotion 
piece is called, Mr. Hausman in- 
sists that companies should not ex- 
pect advertising costs to remain 
static when all the other expenses 
of their business—labor, materials, 
etc.—have been rising steadily. 


Hines-Park Names Black V. P. 


James H. Black has been named 
vice-president and member of the 
board of directors of Hines-Park 
Foods Inc., Ithaca, N. Y. Mr. 
Black’s office will be in the Mer- 
cantile Exchange, Chicago. He is 
now president and member of the 
board of directors of Certified 
Products Co., Chicago, and con- 
tinues also as executive vice-pres- 
ident, treasurer and member of the 
board of directors of S & R Fine 
Foods Inc., Streator, Ill., and owner 
of the James H. Black Co., which 
handles sales management for both 
companies. 


Organizes Sales Districts 
Trumbull Electric Mfg. Co., 
Plainville, Conn., has put into 
effect a new plan under which the 
company’s marketing department 
will operate on a regional basis. 
Richard C. Lipps has been ap- 
pointed eastern regional manager; 
Allan A, Watson, central regional 
manager; J. Warren Barry, Cali- 
fornia regional manager, and Wil- 


tive of MacKenzie Inc., Minne-|lis I. Downie, northwest regional 
apolis. manager. 
. = 
Videodex Chicago TV Ratings 
May 1-7, 1950 
Copyright Jay & Graham Research 
+ oe Avg. No. 
Rank Rating Per'set | Ran Rating ves 
. pee Star Theater (NBC) ...69.0 3.4/6. Fireside Theater (NBC, P&G) .38.2 2.8 
feta) Godfrey (CBS, Chester- a3 e — wv, Theater (NBC) “arr 7.6 3.3 
3, curys Taint Sex" es” ie | operant EE 
PSOE S-Santiaica ys. 6 1A NBC, P. 
4. A the Town (CBS, Lincoln id original \aerben! om * 2.5 
kts needs one de 4 3.7 | 10. Garroway at Large (NBC, Con- 
5. Saturday Ni ht R * 
Pee 5 ee eve maideion 


Last Minute News Flashes 


Jergens Tests Lotion-Mild Bar Soap 

CrncrinnatTI—Jergens Lotion-Mild White soap is being tested by An- 
drew Jergens Co. in the South. The company said it is not ready for 
national distribution and no ad plans have been made for this bar soap. 
Stockton-West-Burkhart here early this year was named agency for 
Jergens’ new product advertising. 


Fairchild Engraver Helps ‘Chester Times’ 


CHESTER, Pa.—The Chester Times, employing a Fairchild photo- 
electric engraver, is using nine times as many news cuts as two years 


ago and at one-third less cost, according to William H. Ahlstrom, | 


photo editor. In March, 1948, the newspaper used 25 two to four- | 
column cuts; in March of this year, 224 cuts. Cost this year, including | 
engraver rental, operator, time and materials, was 33% lower. Cost 
per square inch now runs at 4¢. The Times has entirely discontinued 
the use of zinc. 


John Sloane Slated for Top Edison Ad Posts 


WEst Orance, N. J.—John E. Sloane, head of the special advertising 
and publicity department of Thomas A. Edison Inc., is slated to be 
named advertising manager of the company’s Ediphone and medical 
gas divisions today (May 15), and reportedly will be appointed di- 
rector of advertising of Thomas A. Edison Inc. within a few weeks. 
He joined Edison in ’48 from the technical press division of. West- 
inghouse Electric Corp. 


Lipton Plans Radio Spots for Iced Tea 

New YorK—Thomas J. Lipton Inc. will break a nationwide spot ra- 
dio campaign in major markets for iced Lipton tea, starting in June. 
Young & Rubicam is the agency. 


BMB to Report by States; Other Late News 


e Broadcast Measurement Bureau, New York, soon will publish state 
area reports, including data on all stations on the air when the field 
work for Study No. 2 was done last spring. Coverage information on 
non-subscriber stations, previously available only through subscribers, 
now may be obtained directly by time buyers. BMB hopes to balance 
its books and pay its debts through the sale of these reports to sub- 
scribers, their representatives, advertisers and agencies. 


e W. A. Haller Corp., Philadelphia, distiller of straight and blended 
whiskies, has switched from Walter Weir Inc. to Monroe Greenthal 
Co., New York. 


e Life will be on newsstands Thursdays beginning the end of June. 
Last year Life tested the Thursday date in a few markets, and this 
year will use Thursday nationally. 


e Town & Country, New York, has appointed Douglas H. Saxe, for- 
merly advertising manager of Theater Arts, as head of travel adver- 
tising. 

e Ruthrauff & Ryan, New York, has added Stan Schloeder, formerly 
with Benton & Bowles, to the media department, as a time buyer. 


e Herbert W. Cohon, formerly with Redfield-Johnstone as an account 
executive, has joined Joseph P. Schneider Inc., New York, as head of 
the new business department. 


e American Broadcasting Co. reported a net income of $93,000 for the 
quarter ended March 31, compared with a loss of $64,000 for the first 
quarter of 1949. 


e Potsford, Constantine & Gardner, New York, has added William 
W. Hoerter, formerly merchandising and sales promotion manager, 
Pepsodent division of Lever Bros. Co., as an account executive. 


e WGYN, New York, independent FM station, off the air since mid- 
April, turned its license in to the FCC May 11. It had operated in the 
red for more than eight years. 


e Robert B. Dalzell, formerly a sales executive with Lever Bros. Co., 
has joined Burnham & Morrill Co., Portland, Me., as vice-president in 
charge of its new marketing division. 

e Zenith Radio Corp. officials last week told AA that the word “phone- 


vision” henceforth would be treated as a generic word, like “tele- 
vision,” and will not be capitalized or protected as a trademark. 


In answer to the question, “What 
about 35mm vs. 16mm recordings?” 
Mr. Shupert said that “the ex- 
perience of the theater motion pic- 
ture business tells the story. They 
use 35mm only. In television, the 


TV Executives Hear 
How to Improve 
Recording Quality 


New York—Higher quality tele- 
vision recordings (kinescopes) can 
be virtually assured if certain im- 
portant steps aren’t overlooked be- 
tween the time the film is put on 
the projector and the signal is re- 
ceived at home, George Shupert of 
Paramount Television told TV Ex- 
ecutives Club members in New 
York Wednesday. It was the sec- 
ond monthly meeting of the group. 

The first step necessary to in- 
sure quality TV recordings, Mr. 
Shupert said, is to allow sufficient 
margins in the titles so that title 
information is not lost to many 
home receivers. Also, wider mar- 
gins will eliminate partially head- 
less actors. 


w Other steps to bear in mind 
when making a recording, he add- 
ed, include being more careful 


about lighting, backgrounds, props, 
etc., trying to keep noise at a min- 
imum, and making sure that both 
projection equipment and operat- 
ing personnel are of top quality. 


basic reason that 35mm is bet- 
ter is that 35mm film allows more 
light to pass through the film to 
the pick-up tube, thus practically 
eliminating edge flair. And, be- 
cause it records greater detail, 
greater detail is transmitted. Also, 
the 35mm projectors used by tele- 
vision stations today are in most 
instances of higher quality than the 
16mm projectors. 

“Unfortunately, however, only 
about 20% of the 104 television 
stations on the air today are equip- 
ped with 35mm projectors. Even 
where 16mm recordings are to be 
shipped to television stations, the 
result, as the motion picture people 
have found, will be better if the 
prints are obtained by a reduction 
of a 35mm negative.” 


Linton Picks Distributor 


Linton Bros., Fitchburg, Mass., 
manufacturer of stationery and 
printing supplies, has appointed | 
Hobson Miller Paper Co., New) 
York, as sales distributor. 


NBC Radio Post 
Finally Filled 
by ABC's Barry 


New YorK—National Broadcast- 
ing Co.—without a radio program 
vice-president since the exit of 
Ken R. Dyke, now Young & Rubi- 
/cam v.p., more than a year ago— 
has’_ selected 
Charles (Bud) 
Barry of Ameri- 
can Broadcasting 
Co. to fill the 
post. 

Currently vice- 
president in 
charge of AM and 
TV programs at 
ABC, Mr. Barry 
will assume his 
new duties June 
5. This job had 
been a favorite subject for radio 
gossip for some time. In recent 
weeks, it was generally known that 
the network had narrowed down 
the field of candidates to Mr. Bar- 
ry and Walter Craig, Benton & 
Bowles radio-TV vice-president. 

NBC still is expected to name a 
radio counterpart to Sylvester L. 
Weaver Jr., head of its video divi- 
sion. Once considered the most 
likely choice for the post, Charles 
R. Denny, executive vice-presi- 
dent, reportedly will continue on 
an over-all administrative level. 


Charles Barry 


es An ABC vice-president since 
1947, Mr. Barry started his radio 
career in 1937 as an NBC an- 
nouncer. Moving steadily up the 
ladder, he was made assistant pro- 
gram manager of the Blue Net- 
work in 1941. A year later he was 
advanced to national director of 
programs. 

For the time being, at least, 
ABC program activities will be di- 
rected by Leonard Reeg, eastern 
program manager, and Alexander 
Stronach, national TV program di- 
rector. 

Mr. Barry’s appointment frees 
Thomas C. McCray, national pro- 
gram director for NBC radio, to 
leave for a new assignment on the 
West Coast. He was named to head 
the network’s program operations 
there some time ago. 


Norge Names Clary 
Sales V. P., Shifts 
Other Sales Execs 


Detroir—Norge Division of 
Borg-Warner Corp. has appointed 
Howard L. Clary as vice-president 
in charge of sales, in a realignment 
of the executive sales staff. 

Mr. Clary, who entered the com- 
pany in 1945, was previously gen- 
eral sales manager. 

Other Norge promotions and as- 
signment shifts involve two new 
product managers, two regional 
managers, and a district represen- 
tative. 


ms Dean Spencer, Norge refrigera- 
tion sales manager since April, 
1949, has been named New Eng- 
land regional sales manager. John 
M. Tenney, previously western 
regional manager, has been shifted 
to refrigeration sales manager. 

R. H. Pizor, formerly eastern 
regional sales manager, will head 
Norge’s western sales. Robert M. 
Reed, formerly a district repre- 
sentative, will succeed Mr. Pizor 
as eastern regional sales manager. 
Richard C. Laramy, formerly in 
charge of home heater engineering, 
has been promoted to sales mana- 
ger of home heaters. 


Donald Fuller joins ‘Flair’ 
Donald Fuller, formerly with 
Coronet, has joined the Philadel- 
phia advertising sales staff on 
Flair. 
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Barrel of Advice 
Goes to Brewers 
at Annual Meet 


Advertising, Research, 
Merchandising and Sales 
Topics at San Francisco 


San Francisco—The nation’s 
brewers received advice from lead- 
ing representatives of advertising 
and media, market research, mer- 
chandising and sales training at 
the 74th annual convention here of 
the United States Brewers Foun- 
dation. 

The brewing industry must pre- 
pare to supply a steadily growing 
population in an atmosphere in- 


creasingly favorable to its prod- 
ucts, H. M. Stevens, vice-presi- 
dent of J. Walter Thompson Co., 
New York, told the assembled 
brewers. 

Consumption of malt beverages 
is nearly two-thirds greater today 
than in 1940, Mr. Stevens pointed 
out. Almost two-thirds of U. S. 
families buy beer and ale for home 
consumption, indicating how rap- 
idly social acceptance is growing, 
and also that a more favorable at- 
titude toward malt beverages is 
developing among the _ genera’ 
public, press and governmenta’ 
circles. 

Stressing the importance of con- 
tinuous educational work on be- 
half of the brewer’s market, he 
noted that “since 1940 nearly 14,- 
000,000 of your old customers have 
died, and over one-third of all 
present families in the U. S. have 
been formed in the past ten years.” 


s John Kuneau, another J. Walter 


oe 


BREWERS’ AD COMMITTEE—Carl W. Badenhausen, president of 
P. F. Ballantine & Sons, Newark, N. J., and chairman of the 
United States Brewers Foundation advertising committee, shows 


Advertising Age, May 15, 195% 
' 


po 


Milwaukee; R. J. Schaefer, F. & M. Schaefer Brewing Co., Brook 
lyn; James P. Holihan, Diamond Spring Brewery Inc., Lawrence, 


Walter A. Teipel Sr., Kurth Malting Co., Milwaukee; Mr, 


Mass.; 
Badenh ; John F. Kuneau, J. Walter Thompson Co., New 


some bers of his ¢ ittee a special volume of Foundati 
“Home Life in America’ advertisements donated to the Library 
of Congress. Left to right: Fred C. Miller, Miller Brewing Co., 


York; Alvin C. Gluek, Gluek Brewing Co., Minneapolis; and 
Henry M. Stevens, J. Walter Thompson Co. 


Thompson vice-president, reported 
on the high readership of the “Joe 
Marsh” advertising series of the 
brewers’ foundation, which em- 
ploys a column, “From Where 1 
Sit,” circulating in rural newspa- 
pers. The ads, carrying a message 
as from a country editor to his 
readers, speak out for tolerance 
and moderation. 

A check of 2,415 personal inter- 
views in 25 communities where the 
ads are running indicated that 
78% of the people agree with the 
“tolerance and moderation” mes- 
sage. 

During the session devoted to 
marketing and sales, Dr. Archibald 
M. Crossley, market research ex- 
pert, recommended that the brew- 
ers pool their marketing experi- 
ence data to boost sales. He sug- 
gested that more use be made of 
existing sources of statistical in- 
formation, so that the various com- 
ponents of the public could be un- 
derstood 


a Dr. Crossley pointed out that 
relations of the brewing industry 
with the public and its potential 
customers “involve fundamental 
attitudes which are subject to 
change.” Sampling and study are 
necessary to keep the industrial 
finger on the nation’s pulse, he 
added. 

Calling attention to the country’s 
growth in population during the 
last ten years, Dr. Crossley es- 
timated an increase of about 18,- 
000,000, or one-seventh. He said 
beer sales should, to merely keep 
pace with population, be at least 
one-seventh higher in 1950 than 
a decade ago. 

(Government statistics cited by 
the Brewers Foundation indicate, 
however, that beer and ale sales 
in 1949 totaled 84,535,000 barrels 
—actually more than 60% above 
the 51,811,000 barrels sold in 1940.) 


s Carl W. Dipman, editor of Pro- 


partments of self-service stores 
be located near the end of the con- 
sumer’s normal shopping line— 
not at the beginning. He pointed 
out that consumers frequently hes- 
itate to buy semi-luxuries, particu- 
larly bulky ones, at the beginning 
of their shopping tour. 

He also stressed the importance 
of shelf position and shelf frontage, 
adequate space to stock enough of 
busy brands, and the advantages 
of carry-home cartons. 


es Laurence V. Burton, executive 
director of Packaging Institute 
Inc., also spoke out in favor of 
cartons, describing them as valu- 
able “billboards” for the brewers’ 
sales message. 

The management of packaging 
functions, he said, is the “horribly 
weak point” in the American in- 
dustrial economy, and should be 
rectified by adopting a standard- 
ized system of cost accounting of 
packaging. Anyone, he added, who 
considers packaging solely from 
the limited point of merchandising 
is “like a prizefighter who forgets 
to punch with his left.” 

“Manufacturers must integrate 
the production aspects of packag- 
ing with its merchandising as- 
pects,” he concluded. “Anyone who 
neglects one or the other not only 
is overlooking opportunities for 
profit but also is bound to lose 
money.” 

Sales training is one of the larg- 


est of all business blindspots, ac- 
cording to Charles B. Roth, con- 
sultant on sales training tech- 
niques. He urged brewers to in- 
augurate salesman training pro- 
grams to avoid financial loss due 
to lack of sales. 

Mr. Roth said that there now is 
a shortage of 2,500,000 adequately 
trained salesmen in various in- 
dustries, and that competition for 
good men is going to become more 
intense. 


@ The need for simplicity in an 
advertising poster was stressed by 
E. S. Robinson Jr., vice-president 
of Outdoor Advertising Inc. He 
described five key factors to be 
kept in mind when developing 
posters: 

1. A poster should be recog- 
nizable from a distance and easily 
identified. 

2. It should not need sub-cap- 
tions and secondary illustrations 
as in other advertising media. To 
be successful, it should deliver its 
message in ten seconds. 
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Only the Rockford Newspapers can 
cover this prosperous 13 county market 


An area abounding in agricultural richness... in extra- 
ordinary industrial development ...in a stable, home- 
owning citizenry. 

In the Rockford Morning Star and Register-Republic 
you can reach 80,007 families daily, 93,604 with Sunday 
issue, (circulation: March average). 


gressive Grocer, told the assembled 
brewers that the food store is al- 
ready the greatest single outlet 
in the sale of packaged beer, and 
the trend indicates that it will 
become still greater. 

With an estimated 200,000,000 
persons entering American food 
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stores every week—almost as much 
customer circulation as all other 
kinds of stores combined—Dipman 
said that “from the standpoint of 
product and brand impressions, 
the food store is probably the 
greatest single advertising medium 
in the country.” 

He described food stores as nat- 
ural outlets for beer and ale, be- 
cause malt beverages usually are 
consumed with food. But, he added, 
the percentage of food stores dis- 
tributing beer lags, compared with 
those selling items such as razor 
blades, facia] tissues and the like. 

Emphasizing the sales potential 
of beer in food stores, Dipman sug- 


gested that the malt beverage de- 
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competitively to give you a better printing job at a 
lower cost and still deliver the 


*If you haven't received your 
copy of the Excello story of 
growth—send for a free copy 


XCELLO PRESS inc. 


LITHOGRAPHERS + PRINTERS 
400 NORTH HOMAN AVENUE + CHICAGO 24, ILLINOIS 
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central theme of the campaign 
being promoted in other media. 
4. It should have strong emo- 
tional appeal. 

5. It should contain an idea that 
stimulates the interest of the 
viewer. 

Mr. Robinson declared that dur- 
ing the past three years the brew- 
ing industry has invested $41,- 
500,000 in outdoor advertising. He 
also outlined some recent de- 
velopments in outdoor advertising, 
including rain-lapped posters, non- 
wrinkle posting, day-glow inks, 
black light, and more effective 
creative copy. 


7. 

a S. M. Weaver Jr., vice-presi- 
dent in charge of television for Na- 
tional Broadcasting Co., New York, 
urged brewers to consider “in the 
near future” the uses of TV for 
presenting their sales messages. 
But, he warned, despite the vi- 
tality of the new medium, which 
makes it difficult to waste money 
in television, TV advertising “must 
be good advertising in order to 
be productive.” 
Television, Weaver asserted, “is 
a highly flexible medium in which 
you can spend small amounts of 
money on a local, regional or na- 
tional basis.” 
Reporting on results of a sur- 
vey of TV-advertised brands vs. 
non-TV-advertised brands (AA, 
May 8), the NBC executive said 
that if a brewer’s product had been 
included in the test it would have 
experienced a 40% increase in use 
in homes buying television sets. 

Mr. Weaver also told brewers not 
to forget the “bonus circulation,” 
i. @., those persons viewing TV 
programs as guests of set owners. 


WHOLESALERS TOLD TV 
AFFECTS BEER SALES 


New YorK—More beer is being 
consumed in homes and less in 
drinking places because of tele- 
vision, R. J. Cheatwood, president 
of the National Beer Wholesalers’ 
Association, told a regional con- 
vention here last week. 

“Among beer distributors,” he 
sdid, “the weaklings will fall out 


Photography . Reportin? 


Assignments covered trom coast to coast to" 
advertising, editorial and research 


Sexi Write for booklet 
5 PHOTO-REPORT! 


38 PARK PLACE, NEWARK 2.N7 


VETERANS HONORED—The Poor Richard Club, Philadelphia, pays tribute to two old- 
timers in sports and newspaperdom during a special luncheon in honor of the 
guests. Connie Mack, president of the Philadelphia Athletics (second from left), 
and Benjamin F. Armiger, head of the International News Photos bureau in Phila- 
delphia, hold their respective citations. Mr. 
years and Mr. Armiger has been a news photographer for 51 years. On extreme 
left is James Spillane, Benjamin Eshleman Co. and president of Poor Richard, and 
on right is Thomas LaBrum, program chairman. 


Mack has been in baseball more than 60 


of the active business ranks this 
year. Many industry members have 
not realized that a buyer’s market 
has replaced the wartime seller’s 
market. They have not added 
salesmen and advertising programs 
needed to meet today’s situation.” 

Glenn Merry, a professor in the 
marketing department of the grad- 
uate school of business, New York 
University, told the convention that 
distributors must do more train- 
ing of salesmen, and must do more 
to develop “brand ownership.” 


# Charles Nash Jr., vice-president 
of the association, urged brewers 
to push draught beer sales in their 
distributors’ markets. He recom- 
mended larger profit margins for 
distributors, especially on draught 
beer. The profit on a half barrel 
of beer should be not less than 
20% per half on a distributor’s 
gross sales, he said. 

R. R. Fowler, association mer- 
chandising counselor, suggested 
that more attention should be paid 
to developing home sales by gro- 
cery and package stores. Ben Vail, 
editor of Food Topics, also stressed 
the need of increasing grocery 
store sales. 


Names Bracy & Bracy 

Bracy & Bracy, Cleveland, has 
been named to direct the adver- 
tising of Martin Wear-a-Blanket, 
manufactured and marketed by 
Fred Martin Sales, Cleveland. 
Trade publications, magazines and 
direct mail will be used. 
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of 17 states. In selling 
this market of 1,400,000 
your dollar in Courier- 
Express buys greater 
impact on the families 
with more money to 
spend. 


It Gets Results 
BECAUSE 


It Gets Read Thoroughly. 


#A.B. 


_ LARGEST... 


Newspaper 
- 284,000* SUNDAY CIRCULATION 


Blankets the great 8-county market of Western New 
York where more people live than in any one of 16 
states, and where retail salesare greater than in any one 
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‘Percy Atkinson, of 
Kudner, Dies at 64 


New YorK—Percy Atkinson, 64, 
copywriter with Kudner Agency 
here, died May 8 after a brief ill- 
ness. Born in Hawley, Pa., he 
started his business career as a 
bookkeeper with Frank A. Munsey 
Co. here in 1901. In 1911 he be- 
came New York manager of Wo- 
men’s World. The following year 
he joined the Hearst organization 
and for three years headed the 
classified advertising department 
of Hearst’s International, In 1917 
he became advertising promotion 
manager of Cosmopolitan. 

For several years following 1922 
Mr. Atkinson handled advertis- 
ing promotion for Macfadden Pub- 
lications, and in 1926 was ap- 
pointed publisher of the old New 
York Graphic, short-lived morn- 
ing tabloid. 

The next year he entered the ad- 
vertising agency field as a copy- 
writer with the George Harrison 
Phelps Agency in Detroit. Shortly 
afterward he joined Campbell- 
Ewald Co. there, and later became 
head of its copy department, writ- 
ing copy for a number of the Gen- 
eral Motors accounts, including 
Chevrolet, Buick, Pontiac, Olds- 
mobile and Fisher Body. 

In 1943 he left Detroit to join 
Kudner’s copy department in New 
York. Mr. Atkinson contributed to 
many national publications, wrote 
fiction and feature stories, and was 
an effective public speaker. 


DEAN R. MATSON 


Cuicaco—Dean R. Matson, 57, 
western manager of Collier’s, died 
here on May 6. Mr. Matson was 
named western manager in 1942, 
prior to which he was a sales- 
man for Collier’s. He had been 
associated with the publication 
for 24 years. 


C. J. KREIDLER 

Cuicaco—C., J. Kreidler, 53, pub- 
lisher of Children’s Activities, died 
here on April 28. He had been 
publisher since the death last year 
of his father, D. C. Kreidler, foun- 
der of the magazine. Before suc- 
ceeding his father he had been ad- 
vertising manager of Children’s 
Activities. 

Among the survivors are four 
sons, three of whom are associated 
with the magazine: John, business 
manager and assistant treasurer; 
James, eastern advertising man- 
ager, and Chester Jr., director of 
advertising. The fourth son, Rob- 
ert, is expected to join the pub- 
lication upon completion of his 
education. 


E. OTTO SHAW 
DENVER—E. Otto Shaw, 60, part- 


tising agency here, died April 19 


after a long illness. 

Mr. Shaw headed his own com- 
pany, which specialized in indus- 
trial advertising, for 15 years. Last 
fall he formed a partnership with 
Walter Schump and the company 
name was changed to Shaw- 
Schump. 


GEORGE GIDEON 

PHILADELPHIA—George D. Gid- 
eon, 90, for many years owner 
and publisher of Franklin Pub- 
lishing Co. here, died on May 5. 
He had been in the publishing 
business for 70 years. 


AMBROSE BOWYER 
Cuicaco—Ambrose Bowyer, 
founder and publisher of Motor 
Service magazine, died May 3 at 
his winter home in Los Angeles. 
Mr. Bowyer was an authority 
on publishing practices and was 
western manager of American Ma- 


chinist before founding Motor 
Service in 1921. 
CARL E. PERSON 


WHITE PLAINS, N. Y.—Carl E. 
Person, 48, for the last 27 years a 
member of the circulation division 
of the Crowell-Collier Publishing 
Co., New York, died here May 7 at 
St. Agnes Hospital. 


CBS Transfers Jencks 

Richard W. Jencks, who has been 
with CBS in New York, has been 
named assistant to Ned Marr, le- 
gal-personnel relations, CBS-Hol- 
lywood. Prior to his CBS affiliation 
Mr. Jencks was an attorney for 
the NAB in Washington. Mr. 
Jencks succeeds Galvin Keene, who 
has resigned. 


Stockton-West-Burkhart 
Makes Stockton Chairman 


Eric W. Stockton, vice-president 
of Stockton-West-Burkhart, Cin- 
cinnati agency, has been elected 
chairman of the board. William 
Z. Burkhart will continue as pres- 
ident and treasurer. Joseph D. Nel- 
son Jr., with the agency for ten 
years, has been named vice-pres- 
ident and director of contact; Ro- 
bert A. McDowell, director of re- 
search, also has been named vice- 
president. 

The agency will open a time 
buying and radio-television con- 
tact office in New York about 
June 1. 


Borg-Warner Names Johnson 


Ray P. Johnson has been named 
administrative assistant to Roy C. 
Ingersoll, newly elected president 
of Borg-Warner Corp., Chicago. Mr. 
Johnson was formerly administra- 
tive assistant to the executive vice- 
president. He also is a member of 
the board of directors of Borg- 
Warner and Ist vice-president of 
Morse Chain Co., one of the cor- 
poration’s divisions. 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public ome 
the Negro Brn For information write 
Interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information, 
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RETAIL 
SALES 


While Retail Sales in U. S. dropped nearly 2% in 1949 


ST. JOSEPH . 
MISSOURI . 


. . UP 9% 
.. UP 7% 


The Per Capita Retail Sales in St. Joseph for 1939 
Were $1369...59% above the National Average 


(Statistics from 1950 Sales Management Survey of Buying Power) 


(EVENING ANO SUNDAY) 


(MORNING) 


ST. JOSEPH NEWS-PRESS 
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WHAT'S THE Ari AND 00H ABOU 


AH is your OOH is your 


ZA At-Home | Out-Of-Home pst) 

A radio a radio audience SEL ’ 
TOGETHER they make TOTAL AUDIENCE—™ 

all the potential customers you reach with your radio dollarsi 


AT-HOME or OUT-OF-HOME, listeners are listeners! Wherever they 
happen to tune in—kitchens, bedrooms, living-rooms, cars, stores, at 

work or play—they are still THE SAME PEOPLE! All their radio listening, 
AT-HOME and OUT-OF-HOME, is now documented fact. TOTAL 
audience, wherever they listen, is what your radio dollars buy. 


A sizeable part of your TOTAL audience listens OUT-OF-HOME all er 
_ year round. Even in snowy February, PULSE found some 2,000,000 
Greater New Yorkers tuning in OUT-OF-HOME each day. 


WNEW had more of these OUT-OF-HOME listeners than any other station. 
WNEW delivered for its advertisers one OUT-OF-HOME sales message for 
every six AT-HOME. Combining OUT-OF-HOME and AT-HOME listeners, 
WNEW had the second largest TOTAL audience in Metropolitan New York.* 


You can count your TOTAL audience with Report No. 3 TOTAL 
- RADIO LISTENING IN THE NEW YORK AREA, February, 1950. 
Write for your copy to WNEW, 565 Fifth Avenue, New York 17. 


Or ask your WNEW representative. 


*avg. & hr., 8 a.m.-8 p.m., entire week 


AH and OOH, your favorite 
station for music and news 


Represented by John Blair & Company 
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